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? Opportunity Exchange“ 


Nien Wanted Positions Wanted or Sale Wanted 1 Buy 





POSITIONS OPEN POSITIONS WANTED 


SALESMAN CALLING ON DISPLAY MANAGERS. 

Can make profitable connection carrying sideline Holiday Price 
Cards. State territory you cover. Information on request. 
THE VEIT ART CO. 

Graphic Arts Building, Minneapolis, Minn. 





WINDOW TRIMMER—CARD WRITER— 
Young man, now Assistant Manager La- 
dies’ Specialty Shop, seeks position of 
advancement. Seven years’ experience 
trimming windows, writing show cards 














STORE SUPERINTENDENT 

Must have as qualifications 
more than ten years in similar 
capacity, absolute reliability 
and preven executive ability. 
State salary wanted and refer- 


ences in first letter. Address 
The DISPLAY WORLD. 


Box “W7.” 








WANTED—Man with experience calling 
on department store display managers 
and drug stores to sell patented revolving 
display stand. The greatest display in- 
vention of a century. Territory managers 
needed in every section of the country. 
Address APEX, The DISPLAY WORLD., 
Cincinnati. 











AGENTS WANTED 
Reliable agents to handle card writers’ 
ink and supplies. Special formulae fea- 
ture non-spreading colors. 30 percent 
profit. Address 
NU-INK, 
Care The DISPLAY WORLD 





COMBINATION MAN—A large women’s 
ready-to-wear establishment desires the 
services of an experienced and capable 
Advertising Man, Displayman and Card 
Writer. Give full particulars regarding 
age, experience, capabilities, salary ex- 
pected, etc. Address The DISPLAY 
WORLD, Box X=25. 


and taking full charge of shop doing big 
volume of business. Willing to start at 
$40.00 week. Box X-=40, The DISPLAY 
WORLD. 














CARD WRITER—An experienced card 
writer is desired by a large men’s furn- 
ishing store in Northwest. Man with 
some advertising experience preferred. 
State full particulars in first letter, Ad- 
dress The DISPLAY WORLD, Box X-43. 


ONE OF THE LEADING advertising and 
sales promotion managers in the country 
open for attractive position. Full par- 
ticulars furnished to merchants who will 
state salary willing to pay. Address 
Box X-=103, The DISPLAY WORLD. 














WINDOW TRIMMER AND DISPLAY 
MAN—A general store is in need of an 
experienced man who is willing to devote 
his spare time to selling. Excellent op- 
portunity for first-class experienced man. 
Write The DISPLAY WORLD, Box X-56. 


ASSISTANT TO DISPLAY MAN—Young 
man twenty years of age desires oppor- 
tunity to learn display work. Go any- 
where. Best of references. Salary no ob- 
ject. Address Box X=75, The DISPLAY 
WORLD. 














COMBINATION MAN WANTED—Large 
progressive store of Southwest has open- 
ing for displayman and card writer. Must 
show samples of work and submit A-1 
references. State salary expected. Ad- 
dress The DISPLAY WORLD, Box W-9. 











WANT 


TO BUY 








WANTED—EIGHT-FOOT FLOOR CASES 
—PLATE GLASS. Must be in good condi- 
tion. Can use up to ten of same. Also 
four or five-drawer National Register. 
10-A, Care The DISPLAY WORLD 





PLATEAUS—Need six plateaus, different 
sizes. What have you and what is your 
price? Prefer plush covered. Address 


B. J., Care The DISPLAY WORLD. 





ADVERTISING, 
MERCHANDISING 
AND SALES PROMOTION 
MANAGER 


having successfully piloted one 
of the country’s leading cloth- 
ing stores through hard times, 
seeks bigger opportunity. 


Address Box “X19” 
DISPLAY WORLD 














WANT TO SELL 


ADVERTISING, DISPLAY AND SALES 
PROMOTION MANAGER accustomed to 
handling big stores seeks new connec- 


tion State salary you will pay. Address 
X-97, The DISPLAY WORLD. 











FOR SALE—Setting which recently fea- 
tured prize-winning Mallinson silk dis- 
play. Color scheme blue and silver. Price 
on request, or tell me what you have to 
trade. Address F. S. IL, The DISPLAY 


WORLD. 





FOR SALE—Three section screen, com- 
position board, siler frame, blue center 
embellished with silver foliage. Height 
5% ft, length 6 ft. Appropriate for win- 
ter displays. Address Box F. S, 2, The 
DISPLAY WORLD. 











FIXTURE SALESMAN—Have covered 
the Southwest and Pacific Coast for sev- 
eral years. Have practical knowledge of 
fixture manufacture and use. Sales record 
exceptional. If interested address Box 
J=107 The DISPLAY WORLD. 











Opportunity Exchange for November Issue Closes November 10 
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Just Plain Facts 


MS ALTH this issue The DISPLAY WORLD is 
Bid three months’ old—a mere youngster in the 
€AX3| publication field—but remarkable as it may 
seem, it is today the best journal devoted to the 
field of mercantile display art. It has, at this min- 
ute the most select subscription list in the field. 
Startling information you will say, yet an unde- 
niable fact. The authority for the first statement 
we proudly attribute to the testimonials received 
from the country’s recognized leaders in the display 
profession, national advertisers and merchants, who 
have passed judgment on the relative merits of 
every journal reaching the particular field. The 
number and quality of analytical articles together 





with a superior selection of displays covering the | 


general field form the basis of the judgment pro- 
claiming The DISPLAY WORLD as the leader. 

The DISPLAY WORLD subscribers may be 
fittingly termed the cream of the field. Four thous- 
and of them paid for copies of the journal reaching 
them on September 15. One thousand more will be 
added to this list during the next thirty days. So 
successful has been the campaign for subscribers to 
The DISPLAY WORLD that on November 30th, 
the special subscription offer will be withdrawn, and 
The DISPLAY WORLD will have accomplished 
one of the greatest feats in modern journalism. 

Another interesting and equally remarkable fea- 
ture is found in the fact that there is not a single 
state in this great United States not represented 
on our paid-in-advance subscripion list, and in this 
brief time The DISPLAY WORLD claims sub- 
scribers in a great number in Canada, while regular 
copies are mailed to England, France and Germany. 

It is well for manufacturers of store and window 
equipment and decorations to heed the lesson of 
this brief summary of DISPLAY WORLD ac- 
complishment. 


It offers, right now, a most fruitful medium 
through which to advertise products such as re- 
quired for store equiping and decorating. The rec- 
ords of the Service Department disclose the fact 
that during twenty days following the mailing of 
the September DISPLAY WORLD, more than one 
hundred requests reached this office, each from a 
store manager, department manager or displayman, 
expressing a desire to buy fixtures and decorations, 
and in this connection, soliciting the recommenda- 
tions of our service department. 


More than one hundred legitimate requests to 
buy! What would not the manufacturer pay for 
one hundred real, honest-to-goodness buying pros- 
pects? When, Mr. Advertiser, may we inquire, has 
any publication placed in your hands during the 
period of twenty days, one hundred requests for 
the things you sell? When have you been favored 
with such co-operation from any source aside from 
your own organization or agency? It is results 
such as the above that determine the power of a 
publication as an advertising medium. It is the 
power that can only come from a publication of 
more than ordinary merit, reaching and anticipated 
regularly by progressive readers. 

Such results are only obtained through a pub- 
lication that is accepted as authority on the subjects 
it covers. With this acceptance on the part of the 
reader comes also his faith in the publication as 
a medium through which to buy. 

Manufacturers not represented in The DIS- 
PLAY WORLD are failing to take advantage of 
unequalled opportunities to exploit their products in 
a field that is ready to buy. Eventually all leading 
manufacturers and dealers will use its columns. 
The progressive advertiser should be represented 
now. The wise advertiser will lose no time in 
availing himself of The DISPLAY WORLD results. 








4 THE DISPLAY WORLD 





LAST CALL! 


November 30th Is Positively Your Last | 
Opportunity To Get The | 


Special Introductory Rate of $1 


Three issues of The DISPLAY WORLD have now come from the . | 
press and in this remarkably short period this new live publication i 
has gained and earned the largest bonafide, paid circulation of any 
journal catering to the display profession and industry. 


The displaymen, merchants and advertisers have unmistakably put 
their stamp of approval on the merits of The DISPLAY WORLD 
and our aim shall be constantly one of betterment, improvement and ___ |i 
enlargement. ) 
| 





| 

: Just as the first three issues have shown steady improvement in style 
and quality of material, so shall each future issue show evidence of i 
/ constant effort toward making The DISPLAY WORLD OF I 
GREATER AND GREATER SERVICE to the field it is pur- 


hi posed to serve. i, 


| YOU MUST ORDER NOW! | 


Orders at the special introductory rate of $1.00 for a full year’s 
subscription will be accepted only if mailed on or before November 


30th. Thereafter the regular subscription rate of $2.00 will be in 
force. You will eventually want to get The DISPLAY WORLD | 








regularly—order now and save $1.00. 


ele Oe Special Order Blank 


The DISPLAY PUBLISHING Co., 30 Opera Place, Cincinnati, O. 


Gentlemen: Enclosed find $1.00 for a full year’s subscription 
to The DISPLAY WORLD, beginning with the November issue, H 
as per your Special Introductory Offer. Only No 


Ne a ee ee ee ae eee ern ree enn rere nena a 





For Twelve Big Issues 





suashs a0adscegboias cebu: AOA bunaaemeinnURaaEE The Display Publishing Co. 


Add 10c to checks for exchange. Canadian subscribers add 50c for postage. a 
ee ee OO! Ee eS Cincinnati, Ohio 
Subscribers Receive the Benefit of The DISPLAY WORLD Service and Information Bureau Gratis. 
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The Modern ‘Store Entrance 





Design most important essential in store front construction—Entrance 
must be easily accessible—Reception idea urged 


By HARRY H. MORRISON 
Chief Designer, H. H. Morrison Co., Chicago 


[3m] HE prospective customer having studied the 
a) display and stepped across the threshold of 
Pa | your store; the chances are greatly in your 
| pen that he will buy something. If, however, he 
fails to take this important step, then all the money 
spent on beautiful display has been wasted. This 
leads to the following line of thought in the mind 
of the merchant about to build a front: 

“No matter how beautiful and complete my win- 
dows are, if the entrance is not so designed that 
immediately upon seeing something interesting the 
customer will instantly find an inviting entrance 
and step into the store and thus enable me to sell 
him, I have an ineffective front.” 

To many merchants this seems like a very minor 
point, ‘although in our designing experience I’ am 





able to cite a great many instances where our rec-, 





ommendation to improve the design or location of 
an entrance has resulted in saving the business. 
But more convincing perhaps is the famous exper- 
iment of the Woolworth Stores, whereby, after 
prolonged study, it was decided that a great many 
of their fronts then in use were an actual hindrance 
to the business and as a result they are still re- 
modeling some of their fronts to confirm to their 
newly approved design. The essence of this new 
design is to make the entrance more accessable 
from the street. 

It has always seemed illogical to me that im- 
mense sums should be spent by merchants to secure 
valuable retail space in direct proportion to the 
number of people that pass his store, and then pro- 


teed to nullify this location by *bttilding a vast 
_, Wabyrinth to make entry as difficult as possible. 








The Attractive Staiger Front, Portland, Oregon. Display by William H. Staiger 
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New Front of Speth’s, Madison, Wis. 


This I believe to be the most important object in 
designing the front: Build it so that it will induce 
the greatest number of people per shopping period 
to enter the store. In order to make this clear I 
will review one of the points made in our previous 
article on store windows, which illustrates the thought 
quite comprehensively. 

In a corner store, two entrances, one on each 
street are much more effective in bringing people 
into a store than the single corner entrance. This 
leads to a very interesting discussion that is still 
alive whenever a long front comes up for design. 





That is, whether it is better to make one central, 
imposing entrance or several secondary entrances. 
Although there are a few exceptions, we usually urge 
the several secondary entrances. Keeping in mind our 
fundamental principle that everying must be sac- 
rificed to increase the facilities for getting into the 
store, it can be readily seen that in walking along 
a street every entrance passed by a customer in- 
creases your chances that she will enter one of 
them. Therefore I have always urged that the 
entrances be increased. 

A very interesting example of this theory car- 





bak ‘ap 





New Front of Smith & Co., Sharon, Pa. Display by Fred A. McIntyre, Display Manager 
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ried to its logical conclusion is the new front of 
W. A. Wieboldt & Co., Chicago, 216 feet in length. 
There are five distinct entrances spaced at equal 
intervals. This front solved the congestion of the 
antrances and has positively contributed in a large 
degree to the general improvement of business 
since this store was remodeled. 

A very clever way to arrange entrances for a 
big store is to establish an interior arcade, so de- 
signed that in avoiding the congestion of the street 
you also make it easy for the customer to take a 
cut through your store by going in one entrance 
and leaving through another. 

Here a word may be said about island windows. 
If properly proportioned on a wide front they may 
be very effective, but as usually found they fre- 
quently serve to block and hide an entrance, and in 
this way are responsible for an astonishing number 
of lost sales. Furthermore, their display capacity 
is usually small and not having an opaque back, are 
seldom effective in the maximum degree. 

Having safely ushered our customer across the 
threshold, we have half sold him. Now the next pro- 
cess is the basis for the other half of this article, 
“the reception idea.” This term is based on a re- 
port made by System after a prolonged investiga- 
tion on the most effective kind of store entrances, 
and although I haven’t the exact words the conclu- 
sion urges the most effective impression by an in- 
formal reception room appearance. 





Shoe Display by A. Raaske for Queen Quality Bootery, Civicago, Ill. 





The psychology of this is obvious. If you meet 
the buyer with an array of clerks and merchandise, 
the effect is confusion. The natural action for the 
customer is to place himself upon the defensive and 
thus set up the sales resistance with which expert 
salesmen are so familiar, and which is so hard to 
nullify. To avoid the formation of the sales resist- 
ance you must greet your shopper with a carefully 
studied effect of disarming informality. And that 
effect has been found to be an arrangement partak- 
ing of the character of a reception or rest room. 


This idea is really very new, but will not be elab- 
orated upon here. I believe it has such real pos- 
sibilities that it would not surprise me to see it used 
more and more. The application to different types 
and styles of front require the most expert kind of 
designing. ; 

Design the front that allows the passerby a view 
of the interior. The value of this plan is very great. 
There is something in psychology that makes us 
hesitate or decline to enter a store, the interior of 
which we can not see. The effect of a number of 
people shopping in an attractively arranged store 
is almost irresistable. 


The above are only a few of the considerations 
that must be kept in mind in designing a new front, 
and it is important to remember that if it does not 
result in increased business, the new front, beautiful 
as it may be, is largely a loss. 
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Overcoming Window Refleet 
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Interesting test with special lighting installations solves problems— 
High-power spotlights concentrate artificial illumination — 


By WARD HARRISON and H. T.;‘SPAULDING 4: 


National Lamp Works of G. E.C Os ele 


SYNOPSIS: The reflections in the plate glass of show . 


windows created by a bright sky or by outside objects 
sunlighted to a much greater brightness than those within 
the display, often cause annoyance by very seriously inter- 
fering with the visibility of the display and correspond- 
ingly redticing the attractiveness and effectiveness of the 
show window. It was found that the difficulty experienced 
with these reflections was overcome by lighting the .objects 
in the display to intensities of the order of 1,000 to 2,000 
foot-candlés. A description is given of a special lighting 
installation employing high power spotlights to concentrate 
artificial illumination on the important objects in the dis- 
play. With a design of this character a practical installa- 
tion showed that it was possible to obtain the necessary 
high intensities and do away with the objectionable re- 
ections without an excessive watttage total. 


ig |. mmiagead plate glass under certain conditions 
E = forms a very excellent mirror. With a suit- 
lA = able background bright objects in front of the 
glass are reflected in minute detail, and many times 
does the magician stake his success upon the fact that 
the prominence of such images varies primarily with 
the relative brightness of the objects behind the glass 
and those which are reflected in it. Even with a com- 
paratively light background reflections of objects hav- 
ing a still greater brightness can be seen very well. 
The most familiar instance of this effect is in the plate 






Ra wit 





glass ‘frof of aur show windows: 


or across “the 3 Strget are well illutiinated the reflections 
are very evidetit: in almost every window; when they 
are in bright suilight and the background and trim of 
the window are dark, the relative strength of the re- 
flections is such as to practically eliminate portions of 
the display. An effect of this character is so serious 
that the merchant will go to almost any length to elim- 
inate it in show windows, particularly those located 
on an important, busy street, having a high advertising 
value, variously estimated by different priprietors at 
from $50,000 to $150,000 per year, $1,000 per week, 
$10 profit per hour, etc., depending upon the number, 
size and location of windows. Without analyzing or 
comparing these estimates, it is evident that a high 
value is placed upon show windows by the owners, and 
that whatever tends to reduce the attractiveness or 
visibility of the display is entirely unwelcome. The 
minimizing of show window attractiveness has in hun- 
dreds of cases resulted from reflections, and the most 
frequent yet unsuccessful method of remedy has been 
the injecting of light tones into the background. 

In a number of cases an attempt has been made 
to do away with these troublesome reflections by the 
use of a curved plate glass, but it has not, however, 





Display of Boys’ Clothing by E. H. Leaker for The Hub, ~h'cago, Ill, 
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Excellent Example of Draping by H. H. Tarrasch for Stix, Baer & Fuller, St. Louis, Mo. 


been extensively employed, possibly because the use of 
curved glass requires that the lower edge of the glass 
be located from eighteen inches to two feet behind 
what would ordinarily be the front line of the win- 
dows. This not only gives a sense of distance to the 
observers, but furthermore the display being located 
further back receives less natural light. 


Previous Tests Unsuccessful 

It has long been realized that if it were possible to 
install in the window a sufficiently high intensity of 
artificial illumination, one which would provide a 
brightness of the objects in the window materially 
greater than the brightness of the reflected object, much 
of the veiling effect now encountered would be elimi- 
nated. Many have tried to accomplish this result by 
turning on the regular show window lights, but results 
have been generally disappointing. The reason for 
this, although frequently overlooked, becomes at once 
evident when one considers the relative brightness in- 
volved. Objects in bright sunlight are illuminated to 
perhaps 5,000 foot-candles and their images on the 
plate glass appear to be at least one-tenth as bright 
as the reflections themselves. Fifty foot-candles or 
even 100 foot-candles of artificial light inside the win- 
dow can-scarcely be expected to overcome brightness 
of 500 foot-candles on the surface of the glass. Arti- 
ficial luminations of from 1,000 to 2,000 foot-candles 
would be of more nearly the correct order of magni- 
tude. 

The question of overcoming window reflections has 


been a particularly serious problem of the Lindner 
Company store in Cleveland on account of their loca- 
tion on Euclid Avenue directly opposite East Four- 
teenth Street. In the construction of the’ building, 
therefore, the windows were made to project out in 
front of the upper stories and a skylight was provided 
in each window to increase the daylight illumination 
within. These skylights it proved did not add a sufh- 
cient amount of light to help the situation appreciably, 
and Mr. Helman, president of the company, who had 
previously convinced himself of the futility of all ordi- 
nary means of artificial illumination, set about to find 
a different solution. His first experiment was with a 
spotlight capable of producing about 25 foot-candles 
and was unsuccessful. However, the idea of trying 
to light just the principal objects in the window rather 
than the whole area did embody a solution of the prob- 
lem, and when on the advice of the authors six spot- 
lights or floodlights of approximately 25,000 candle- 
power each were installed a desirable effect was se- 
cured. Ordinarily, two projectors were focused on 
each of the three principal costumes displayed, but 
since the locations of objects to be lighted were not 
fixed, and further, on special occasions it might be 
desirable to direct the light from more than two pro- 
jectors on a given object, it was necessary to make 
the installation in such a way as to provide a maximum 
flexibility of light direction and control. The window 
in which the installation was to be made was provided 
with a row of units along the upper edge close to the 
plate glass and structural conditions permitted no op- 
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Opening Display by H. H. Tarrasch for Stix, Baer & Fuller, St. Louis, Mo. 


portunity of substituting projectors for any of the 
other units in this desirable location. The window 
did, however, have a false ceiling which contained 
three removable panels of leaded glass and there was 
sufficient room above these to accommodate the pro- 
jectors. This location was, therefore, decided upon 
and new panels were designed to fit the openings in 
the ceiling. 
Lamps Are Practical 

A special mounting for the interior glass reflector 
is provided so that it can be tipped at any angle, and 
also a rotating circular frame for each projector which 
fits into the panel so that the horizontal direction of 
the beam can be changed as well. The main panel was 
fitted with a diffusing glass and the circle immediately 
below the projector was fluted glass to eliminate stria- 
tions and give a slight vertical spread to the beam. The 
construction is such that it is possible to adjust the 
lamps from within the window. In order to facilitate 
cleaning and lamp renewal, the frames were hinged 
at one side so that they might be lowered at an angle 
of about 30 degrees. 

The complete installation was made in one window 
and is now in daily use. It is noted that while the 
reflections are still in evidence to a small degree, they 
do not interfere with one’s vision of the central dis- 
play. 

The installation described above may be considered 
as special, due to the rather unusual structural detaily 
of the show window. In many windows sufficient 
room is available between the upper edge of the plate 


glass and the ceiling to mount ordinary projector units 
in such a manner as to render them invisible from the 
street. In other windows there is enough distance 
between the ceiling of the window and the ceiling of 
the store so that they could be mounted in the ceiling 
in a similar manner to that described in this paper, but 
usually it would be be feasible to locate them consid- 
erably nearer the front than was possible in this case. 
This would be extremely desirable since the light 
would then strike the front of the object to a greater 
extent than when located more nearly above. In some 
few certain cases the lighting units could be located 
below or at the sides of the window. The details of 
the window will determine in each case the best loca- 
tion for this special lighting. 

The use of the high powered projectors not only 
made it possible for those interested in the display to 
see it more readily, but also the fact that the better 
illuminated display resulted in causing more people to 
stop at the window at once became evident. Table |! 
gives the result of a very brief check on the relative 
number of persons who stopped to look at the display 
with lights on and lights off. In a total of two hours 
174 persons stopped when the lights were not burning, 
and in an equal time 259 persons, or 50 per cent. more, 
stopped when the display was illuminated. 

It happens also that there were actually fewer peo- 
ple on the street in the second case. This is witnessed 
by the fact that the number of persons who stopped 
at another window on the street totalled 265 and 238, 
respectively, for the same periods. 
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Faith in advertising evidences psychological advantage of displayed 
nationally advertised products—Substituting condemn 


By FRED. A. GROSS 


Display Director, Owl Drug Co. Stores, San Francisco 


WHICH side of the fence do you hail from? 
>} Are you getting your share of business 
created by national advertising, or are you 
of the modest violet type—too timid to declare 
your ware, and constantly doing a hand balancing 
act between the red and black column in your ledger‘ 

Display advertising today is different than it 
was yesterday. Each new dawn brings a twenty- 
four-hour stretch of newer problems and keener 
competition, and if you intend to keep above the 
“red line” you’ve got to keep your display up to the 
minute to “play up” to your patrons age. 

Just like putting on a performance. The theater 
goer—and you are one of them—knows a good per- 
formance when he sees one. The audience has been 
“educated” to it. So it is with the buyer in your 
store. He knows a good product or display when 
he sees one, for the same reason. 

The Associated Advertising clubs and every 





agency along the line have successfully put over 
the “Truth in Advertising” idea on every maga- 
zine page, billboard, street car and newspaper on 
earth—this message goes forth hand in hand with 
the commodity advertised—be it chewing gum, 
steam tractors or an eight-penny nail, inspiring 
confidence and loosening purse strings in a steady 
stream of business to the merchant wise enough 
to see the possibilities of showing products backed 
by national advertising. The consumer realizes it 
must have merit back of it, that it must be reliable 
and as represented or it would never have passed 
the keen eye of the men whose business it is to 
scrutinize every statement before it finds its way 
into the regular channel of nationally advertised 
commodities. Display these products prominently 
and your organization is automatically stamped 
with the prestige and confidence national adver- 
tising inspires. 
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Billboard Display Featuring Nationally Advertised Product, by Dave Starr, McDougall-Southwick 
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Because people have faith in advertising, just so 
have they faith in the commodity and the merchant 
that displays it. 

They want that particular article or brand— 
nothing else is “just as good”—not any more. The 
live wire merchant—the go-getting type” does not 
wait for a “call” on national advertised products. 
He brings it to them—in his windows—in his ad- 
vertising—and in his displays inside the store. He 
does not load up his displays with merchandise he 
wants to sell, but shows the goods people know 
about and want to buy. 

Selling people things they know about is a whole 
lot easier and quicker than trying to substitute a 
request with something “just as good.” In some 
few cases a smaller margin of immediate profit may 
result but average is highly in favor of a greater 
volume of business in the long run. Your merchan- 
dising sense will tell you the best course of the two. 

It is up to the dealer—merchant, manager, dis- 
playman, and the whole crew down the line to de- 
vote their respective energies towards the great 
goal—success—by backing up the millions spent an- 
nually by manufacturers in placing their products 
before the public in the most favorable and intelli- 
gent manner. 

Remember, you are on the battle line, and closer 
to the purse strings than any one else. They’ve 
heard about it, they’ve read about it, you show it 
to them, and not forgetting that showing merchan- 
dise is 70 per cent selling it. 

Substituting inferior products when a known 
brand is requested is like running the curtain down 
on your business. The show is over, it can’t last. 
Substituting has put the skids under more enterprizes 
than all the money panics and dull seasons -put 
together. 





Good Display of Melba Products, by Matt Markusich, for Saul Wolfson, San Antonio, Texas 














———— 


Go after this business—show your customers you 
have the goods they saw advertised, and remember 
that national advertising is the greatest pulling 
power for sales every created. 





NOVEL TEST GIVEN DE LUXE SPRINGS 
IN WINDOW DISPLAY 


W. A. Kunsman, of the Southern-Rome Company, man- 
ufacturers of De Luxe bed'springs, is a firm believer in 
newspaper and display advertising and in an interview re- 
cently stated that the present campaign is bringing big 
results, and that they cannot get the De Luxe fast enough 
to supply the demand. 

Mr. Kunsman further stated: “We use advertising to 
sell the De Luxe, but our efforts do not end with the sale. 
We have faith in the De Luxe and we know that it will 
give the user satisfaction and its distinctive features will 
measure up exactly to the statements made in our ad- 
vertisements. 

“Thus, when we say that the De Luxe bedspring cannot 
sag, that its patented ‘S’ hook prevents slipping of the 
springs and tearing of the mattress and that it gives rest- 
ful sleep, we are making true statements. 

“Dealers have often put the De Luxe to a number of 
interesting tests. One especially unique demonstration was 
a window display of a De Luxe spring, on which was placed 
a glass, brimming full of water, beside a man weighing 
175 pounds. The glass was only 6 inches from the man’s 
body. The spring conformed perfectly to his body, and 
there was no sagging. The man could roll and turn but 
the water remained undisturbed and perfectly level. 

“This test caused considerable favorable comment, and 
in connection with our advertising brought the dealer sev- 
eral inquiries and sales.” 





MAJOR PORTION OF APPROPRIATION 
TO GO INTO DISPLAYS 


Announcement is made to the effect that a great portion 
of the $150,000 appropriated last month by the Knit Goods 
Manufacturers of America, will be expended through the 
medium, of window display. A national knit week is con- 
templated and consideration is now being given the matter 
of national display contests of knitted underwear. 
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OHIO VARNISH COMPANY MAINTAINS 
DISPLAY ADVERTISING DEPT. 


AMES J. DONNELLY, manager of the Chi- 

Namel sales division of The Ohio Varnish Com- 
pany, is a strong supporter of manufacturer-dealer 
co-operation, and his organization is one of the pio- 
neers in the field of manufacturers’ displays. ; 


The display department of The Ohio Varnish Com- 
pany is under Mr. Donnelly’s supervision and its regu- 
lation is a most perfect co-ordination of several de- 
pendent departments. The general plan of national 
advertising is divided into two classes, one of which 
is considered general publicity advertising, and tha 
other is known as educative practical advertising. 


In the second division are departments maintained 
for creating or originating designs or settings that may 
be of assistance to their dealers, and here also are the 
actual builders of the finished suggestions. The de- 
partment is ever busy, and the constant demand ‘from 
merchants for the quality displays as prepared by the 
company is ample evidence of their sales value. 


An interesting point is brought out in an interview 
with Mr. Donnelly and concerns itself with a letter 
recently directed to the trade calling attention to spe- 
cially designed setting which The Ohio Varnish Com- 
pany would supply free of charge, if the merchant 
dealers would use it in the show windows. An evi- 
dence of what value these merchants attach to dealer 
helps was well manifested through the receipt of more 
than eight hundred requests for this one design. The 
special setting was a clever conception, made in great 


_ part of composition board appropriately designed and 


colored. In this connection, Mr. Donnelly points out 
that had this setting been a lithograph there would 
have been very few demands for its use. 


PRIZES FOR BEST NATIONALLY 
ADVERTISED GOODS DISPLAY 


EPRODUCED here are rules and conditions of 

The Indianapolis Star Window Display Con- 
test, a regular feature of the progressive newspaper, 
designed to increase sales of national advertised 
food products. 


Get Busy—Grocers!! 





MONEY PRIZES FOR 
BEST DRESSED WINDOWS 





How to Enter The Star Window Display 
Contest for July 





Sun-Maid Raisins, Taggart’s Bread and Biscuits E-Z-Bake 
Flour, Calumet Baking Powder, and Kitchen 
Klenzer, to be Featured This Month 





First—All that is necessary to enter this contest is to 
fill out the coupon on Page 2 and mail it or bring it to the 
Merchandising Department of The Indianapolis Star, or 
phone Merchandising Department. To get all the material 
necessary for your window display, just call Main 4000 and 
ask for the Merchandising Department. Complete display 


‘material will be ordered for delivery at once. 


Second—The next thing is to make up your window 
display. Use your own ideas. The least space may be 
made to appear roomy, and the largest window can be 
attractive with but little material. The window should 
be devoted to Sun-Maid Raisins, Taggart’s Bread and 
Biscuits, E-Z-Bake Flour, Calumet Baking Powder and 
Kitchen Kleanzer—all of these or any combination of these 
five, or any one of them. 

Third—The display when made up must remain in your 
window at least one week. It is, of course, for you own 
benefit to have on hand a sufficient supply of the goods 
displayed in your window to meet all demands. Your win- 
dow display will get for vou more than a few dollars and 





Appropriate Use of Manufacturers Display Material in Display of Carter’s Underwear 
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Display of Nationally Advertised Sanford Products, by Alson Brubacker, for Walker Bros., Fargo, N. D. 


the satisfaction of winning the prize offered. It gets you 
direct results when you tie up your store with these adver- 
tising campaigns now running in The Indianapolis Star. 
It’s anexcellent getter of extra sales. 

Fourth—When your display is ready the way you want 
it, telephone The Star Merchandising Department, Main 
4000, and the judges will inspect the window. The best four 
windows will be photographed at our expense and the pic- 
tures published in the July issue of the Co-Operator and 
Merchandiser. REMEMBER THE PRIZES. 

First prize, $10.00; second prize, $5.00; third prize, $3.00; 
fourth prize, $2.00. 

Fifth—Entries MUST reach this office by July 3, and 
window displays must be ready for the judges’ inspection 
not later than July 10. For Indianapolis grocers only. 
Druggists again next month. 


WINDOW DISPLAYS INFORM PUBLIC OF 
TELEPHONE BUSINESS 


HOW WINDOWS in twenty-one commercial 

offices of the New York Telephone Co. in New 
York and Brooklyn constitute different stages on 
which is presented each week an educational tableau 
informing the thousands in the constantly moving audi- 
ence of some phase of the telephone business, says The 
Telephone Review. These stages afford a “theatrical 
circuit” of twenty-one weeks, which in turn is handled 
by a “booking agent” and “stage manager,’ whose 
efforts among others things are directed toward giving 





these vast audiences a new, clean and interesting per- 
formance each week. Although the main “circuit re- 
volves around Greater New York, it will soon be ex- 
tended throughout the entire territory of the company. 

The audiences? They number into the thousands 
daily at each “stage” and the aggregate for the week 
over the entire circuit runs into the millions. And each 
of the spectators who pauses to look, even though mo- 
mentarily, learns something new about the telephone 
business. 

Through these window displays thousands upon 
thousands have learned what the inside of a 1200-pair 
cable looks like; and thousands upon thousands have 


heard and seen the story of the complexity of develop- 
ing and expanding a telephone system. At times the 
new telephone buildings in the greater city have been 
marshalled across the stage; and in other instances 
many’s the young woman who has heeded the call to 
become a telephone operator through a show window 
exhibit in some office or another. These exhibits have 
helped to secure advertisers for our telephone direc- 
tories and they have helped to increase the use of our 
toll lines—which mean, of course, substantial aid in 
the form of dollars and cents, as well as increased 
good will that comes from understanding. 





EDUCATIONAL DISPLAY FEATURES NATIONALLY 


ADVERTISED PRODUCT 

The Fitzgerald Co., Holyoke, Mass., during the early 
days of October, featured Waterman fountain pens in a 
manner that has brought congratulations from merchants 
throughout New England. The entire window of the Fitz- 
gerald store was given over to the display which was finely 
laid out. 

The process display showed a large mass of pure Beni- 
Bolivair Para rubber in the form of raw material. The 
rubber, washed and ground, was then shown, and the next 
display was the rolled rubber and the rubber shavings. 
How the rubber looks mixed with sulphur ready for vul- 
canizing was next development. 

Specimens of pens as they are made from the raw 
material and in the different molds in which they are fin- 
ished brought the display to the point of showing the fin- 
ished product, the beautiful and useful latest model Water- 
man fountain pens. 





Modern business has learned that it isn’t all of 
successful merchandising just to close a sale. What 
about the stocks that clog your shelves? Profits on 
other merchandise must go to pay for these “dead” 
numbers. Wise merchandising will move them—re- 
gardless of the low returns they will bring. 





NEW STORE FOR NATHAN’S 
Nathan’s new men’s store opened at Johnston, Pa., on 
October 6, and presents the only genuine mahogany win- 
dow background in the city. 


‘ 
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Display Most Potent Sales Creator 


Newspaper advertising co-operating with window displays produces 
maximum efficiency— Window display offers unequalled opportunity 
for national advertisers 


By J. BURTON SHAW 


Manager Dealer Service, Minneapolis Tribune 


INDOW displays are an important factor in 
any advertising campaign. They are one 
link in the chain of essentials necessary to 
the complete merchandising plan, and here again 
the old saying applies: “A chain is no stronger 
than its weakest link.” 

We newspaper men who continually preach the 
doctrine of newspaper advertising realize the im- 
portance of properly trimmed windows in connec- 
tion with the newspaper campaign. We recogn’ze 
the fact that newspaper advertising alone will not 
create the maximum demand for a product any 
more than can window displays unsupplemented by 
other forms of advertising. The newspaper cam- 
paign should be backed up by specialty work, 
dealer advertising, window trims, and the many 
other steps of any well organized plan. 

The window display and the counter display are 
the national advertiser’s point of contact with the 
consumer. This point of contact must exist and be 
maintained or else the newspaper, magazine, Dbill- 
board and street car advertising will fall short of 
its mark. 

Newspaper advertising can create a demand for 
a product. It can take the manufacturer’s message 
into. the home of each and every one of his pros- 
pects daily. It can, by itself, create some sales, 
but its effect on the majority is to stamp a message 
of a trade name indelibly upon the sub-conscious 
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mind of the reader. This message or thought lies 
latent until some association brings it forth again 
as fresh in the memory as at the moment it was 
first seen. What more potent association could 
be conceived than a well-balanced window display, 
and at what more opportune moment could the 
manufacturer wish to have his message and trade- 
mark loom up in the mind of his prospects than 
just when they are passing the retail store at which 
his product is on sale. 

Have you ever walked down the street and seen 
a man whom you feel you know, not from an in- 
troduction but perhaps from daily contact? Pos- 
stbly you ride every day on the street car with him 
or perhaps you see him in a certain office every day. 
A greeting from him would instantly turn smould- 
ering acquaintanceship into mutual friendship, the 
length and warmth of which, of course, would be 
dependent upon the person’s ability to merit and 
hold it. However, if a stranger whom you had 
never seen before greeted you in the same manner 
the chances are you would look at him, perhaps 
nod, but pass on. Just so it is with an advertised 
product. The consumer may see it advertised time 
and again but it is when an attractive window dis- 
play beckons to him and says: “You’ve seen me 
in the newspaper many times, here I am, come and 
try me,” that real acquaintanceship is established. 
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Prize-winning Display by Andrew S. DeVries for Dancer-Brogan Co., Lansing, Mich. 
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Temporary Window Backgrounds 


Composition of design important in background work—Art plays 
major part in displays of today—Three effective suggestions 


By C. J. NOWAK 
Designing Specialist, Chicago, Illinois 







WN background designing the composition of 
oe | design deals with the outlines of the gen- 
Mes eral mass that goes towards combining the 
minor parts of lines, and light, and shades, so as to 
produce in the general appearance of the whole one 
harmonizing mass in an expression of a complete 
symphony of unity. 

The greatest emphasis is placed on the major 
details first, with the minor or secondary details 
following, one augmenting the other in complete 
relation to each other into one grand ensemblage. 
Efficient planning in the background becomes oper- 
ative in its highest sense, when correct, concise, 
forceful and agreeable quantities are expressed in 
one idea, in its highest form. 

Every problem in display work deals directly 
with first, the goods or service offeted; secondly, 
the prospective purchaser, and thirdly, the medium 
of presentation. 

Art plays the most important part of displays in 








their presentation today. Fifteen years ago art 
was barely noticeable; ten years ago it was rec- 
ognized as a dominant factor ; five years ago it was 
an established fact, and today art is the corner stone 
or axis on which displays are planned and pre- 
sented. 

Art is self expression—creation—it is the per- 
sonality of individual expression in any conception 
of what is to be presented. When spurred on by 
the need, a man creates that which best fills his 
need. 

Art is naturally beautiful—the second element 
is therefore appearance, beauty, which is naturally 
relative, depending on the need. Certain principles 
govern what real beauty may be in any particular 
instance, such as harmony, fitness to use, which 
brings in the elements of color, form, line and 
texture. 

Of these principles color is the most interesting 
and important, as it is the easiest seen, and as a rule 
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Egyptian Background Suggestion, by C. J. Nowak, Chicago 
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the most abused. Nothing is more personal than 
color, and nothing expresses personality ' clearer 
than the judicious use of color. Taste and beauty 
must therefore be of such a character that they 
are readily recognized. Color makes the greatest 
general appeal. Color knowledge must be com- 
plete, as 60 per cent of all impressions are conveyed 
by the eye. With these facts established one should 
take a mental inventory of their color knowledge, 
because form derives its outline by color contrast. 
Therefore, arrangement are the units active in the 





Effective Curtain and Pillar Batkground Treatment by C.J. Nowak, Chicago, Ill. 
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design, or composition that go toward a successful 
conclusion in their performance. 

Simplicity of composition is effectively por- 
trayed in the three designs presented this month. 
Lines and massés are so groupped that they present 
a pleasing relation to one another. Details are 
grouped in an expression of strong simplicity that 
gives each mass the quantity of unity. 

Design No. 1 is an Egyptian setting, consisting 
of two massive end columns and top piece, with a 
two-toned curtain. When more than one setting 
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A Pleasing and Effective Window Setting by C. J. Nowak, Chicago, /Il. 
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of this design is employed the dancing girls can 
be placed as shown; if only one setting is to be 
installed, reverse the dancing girls to carry the 
eye to the center of the display. 

Design No. 2 shows how a rich curtain can 
be effectively use with contrasting top hangings 
between two end pillars. Special attention in this 
design is called to perfect execution of the design 
on top rail and: side pillars. This design would 
make an effective background for a fashion show 
" setting. 

Design No. 3 can be carried out for any season 
of the year by incorporating the ornaments and 
foliage but suited in relation to the merchandise 
to be shown. The background may be of paper or 
fabric, with the two columns in contrast, with decora- 
tive hangings at the top, either flat or curved. If 
curved, colored lights can be used to splendid advan- 
tage, placed up out of sight. An eight or ten inch base 
is suggested, with top rail half that width, depending 
on size of the design. 





W. W. YEAGER BIG WINNER IN NATIONAL 
CLOTHING CONTEST 


A mere youngster, yet an artist of the first rank, out- 
stripped the old heads and men of national fame in the 
window display contest held in conjunction with the an- 
nual convention of the National Association of Retail 
Clothiers, at Madison Square Garden, New York, last 
month. 

W. W. Yeager, display manager for Wolf-Griesheim 
Co., Bloomington, is the young worth to cop the glory, 
and just to make the job a first-class one he captured 


Suggestion of A. G. Sten, Dubuque, Ia., Awarded First Prize in I. A. D. M. Contest 


four of the five major prizes, including the grand prize for 
submitting the most complete set of displays featuring 
lines usually carried by a well-stocked men’s clothing store. 





HUGH LYONS CUP WON 
BY A. S. DeFRIES 

Andrew S. DeFries was the successful competitor in 
the big Fall Style Show Window Contest, conducted in 
Lansing, Mich., during the latter part of September. As 
a reward this well-known displayman gets one year’s pos- 
session of the beautiful loving cup donated by Hugh 
Lyons & Co., manufacturers of store and window fixtures. 
The cup will be offered as a prize until it has been won by 
the same store on three different occasions, when it be- 
comes the property of that store. 

Mr. DeFries, who directs the display department for 
the Dancer- Brogan Co., is no stranger in window display 
competitions and has frequently carried off prizes in the 
annual I. A. D. M. contests. 

Second prize went to The Arcade Bootery. Other 
stores presenting displays worthy of special commendation 
from the judges were: Mills Dry Goods Co., Jarvis-Estes 
Furniture Co., Lewis Shop, Stabler Bros., Bucks, Smith’s 
Style Shop, Robinson Drug Store, Barker-Fowler, Jeffrey 
& Derby Drug Store, Walk-Over Bootery, Moneyworth, 
Hoover-Bond, Edmonds, and The Fentons. 





FRED MANN TELLS MERCHANTS 
HOW HE MADE RECORD. 

Louisville, Ky., merchants, on October 6, were addressed 
by Fred P. Mann on the subject of “Better Business.” Mr, 
Mann gained national fame during the year of 1921 by do- 
ing a $500,000 business in a town of 5000, simply by a de- 
termined effort sustained by the tenacity to follow it 
through. 





The Blankinship Clothing Co., Bethany, Mo., has been 
sold to S. S. Loeb, of Kansas City. 
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gl Draping Important and Difficult Art 


Execution of perfect drapes acknowledged by display masters to be 
most difficult of mastery—Two examples of one-piece draping 





RAPING, a subject that forms the nemisis 
A for many budding young displaymen, and, 
‘eos 4 it may be also stated a most difficult phase 
of the general profession for many of the old timers, 
forms one of the most important, it not the most 
vital subjects of the general study of display. 
The real experts in this phase of the art are 
few indeed, and strange as it may seem, the profes- 
sion of today does not include among its fold the 
number of men adept in draping that the old asso- 
ciation of a quarter of a century ago could indicate. 
In fact, the number of real experts in the art of 
draping would fall short of the three figure mark 
with ample to spare, a rather startling statement in 
view of the hundreds of displaymen actively en- 
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gaged in work that necessitates the handling of © 


fabrics almost daily. Outstanding artists include 
in the most part displaymen of the old school, such 
men as Koerber and Frankenthal, Wendel and 
Kagey and others. 

Draping is an extensive subject—a difficult one, 
and one that cannot be mastered without a specific 
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Most Recent Drape Conceptions by Herman Frankenthal, Display Director, B. Altman & Co., New York City 


knowledge of many perplexing angles. The ability 
to drape materials does not necessarily infer that 
one understands draping since the knowledge of 
the geometry of draping regulates the extent of 
one’s knowledge in this particular branch of dis- 
play art. 


For more than twenty-five years Jerome A. 
Koerber display director of Strawbridge & Clothier, 
Philadelphia, and Herman Frankenthal in a similar 
post at B. Altman’s New York City have been 
foremost in the work of draping. These men have 
contributed more to the development of the art 
of draping than all others, and for years have 
been accepted as the superior masters. 


Draping over forms or on models these men 
are equally at home and each has contributed 
greatly in the way of introducing draping fixtures, 
forms, stands, etc. 


Of interest is the latest series of drapes designed 
and executed by Herman Frankenthal, featuring 
fabric for Fall gowns. 
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CONVENTIONS AND EXHIBITS 


WO state organizations of displaymen are now 

formulating plans for state meetings scheduled 
for the early days of February. One, the Kansas 
Association of Display Men, after giving consider- 
able thought to the manufacturers’ exposition fea- 
ture, and aware of the many difficulties of manu- 
facturer participation, has decided to allot space to 
manufacturers, such space to be gratis. It is also 
intended to supply local displaymen as representa- 
tives of the respective exhibitors, this.co-operation 
also to be without cost to manufacturer. The plan 
on the face is one evidencing means whereby at 
least a portion of the heavy convention burden is 
lifted from the already weary shoulders of the 
manufacturing exhibitor. Without discussing the 
merits of the Kansas plan or attempting to predict 
relative to the possible satisfactory or unsatisfac- 
tory results of such an arrangement, one thing 
stands pre-eminent—the realization on the part of 
the progressive displaymen’s association of the 
Cornflower state that manufacturers of store 
equipment and decorations have in the past been too 
heavily taxed, and this feeling in a spirit of eloquent 
co-operation they support by giving serious thought 
in the interest of the manufacturer. 

The Kansas men have hit the nail on the head. 
Manufacturers have been over-burdened with ex- 
hibit expenses, and this has been in a measure the 
result of a lack of co-operation between manufac- 
turers. When producers of equipment arid display 
decorations decide to operate as a collection of es- 
sential industries, with a common purpose and a 
progressive and substantial business code, as a 
means to that purpose, conditions in the equipment 
and decoration industry will be much improved. 
To date, there has been little or none of the busi- 
ness principles and energy that characterize the 
florists’ association with its nationally known 
slogan, “Say it with Flowers;” none of the far- 
reaching influence that creates a market for good 
merchandise in any field. or locality, an influence 


- living in the slogan of the jewelers of the country— 


“Gifts that Last.” 


It is true that attempts to weld these important 
units into a big working organization, have been 
made, but little has come of the efforts, and val- 
uable time is slipping away with these great 
mercantile essentials exerting no concerted efforts 
to further develop their old fields or open new ones. 


.The purpose of this editorial is not to suggest 
a plan of organization. Neither is it to discount the 
individual or collective judgment of the men of the 
manufacturing corps. It is primarily, a support of 
some manufacturers of display equipment in the in- 
formal decision to decline future invitations to ex- 
hibit at state and city conventions of any character. 
That is, we will support them in this decision until 
that time when such conventions can offer some 
substantial inducement to exhibit—and, we feel, that 
substantial, in this sense, may be acceptably defined 
to the manufacturer as “without a loss.” 


For many years past local displaymen’s associa- 
tions, and of recent years state bodies have been 
literally supported through exhibits and financial 
aid by the manufactures. Special lines have been 
designed and made at a cost ranging from $500 to 
$2,000, which have been expressed to the convention 
city where they have been exhibited in booths, cost- 
ing $50 and more, said booth being in charge of the 
manufacturers representative, who came along at 
regular railroad rates, plus overcharge for his some- 
times too heavy trunks. A conservative average 
figure for exhibiting at a State convention when the 
exhibitor happens to be a manufacturer of artificial 
flowers, would be at at least $1000. One thousand 
dollars is not a great amount of money when appro- 
priated in a project designed to increase business or 
spent for advertising on which results are to be ob- 
tained, but it is around this question of results that 
the manufacturers fortify themselves. Manufac- 
turers have found that state meetings do not 
offer a sufficient field for expensive exhibits prin- 
cipally due-to the comparatively small attend- 
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ance and the almost general failure of the display 
managers of the larger stores to buy at this particu- 
lar time. While some manufacturers are wont to 
decry this as lack of co-operation, there perhaps is 
no grounds for such assumption. 


DISPLAY WORLD enthusiastically urges and 
supports state conventions and city meetings. It 
will whole-heartedly join in making a success of 
any meeting or event designed to develop the gen- 
eral profession of mercantile display and: better the 
general position of the displayman, but at the same 
time declares itself for conventions and meetings, 
without expositions, until such time as these events 
have. potential advantages for the manufacturer. 


The general practice of all the recognized im- 
portant manufacturers of store and window equip- 
ment and decorations, which takes its representa- 
tives into every big city in the country, affords a 
great and valuable opportunity for all to keep in- 
formed relative to seasonal creations and popular 
modes and, we feel, basing our judgment on the 
knowledge of previous state convention attend- 
ances, a second exhibit or a special showing will 
not be greatly missed until convention attendances 
become much increased. As a suggestion toward 
that end, frequent local meetings are suggested 
with programs designed to educate, and energy ex- 
erted to build a self-supporting local organization 
with an annual or semi-annual state gathering of 
several such organizations where a deluxe program 
of things pertinent to display would be presented. 


Under some similar plan we do not question the 
power to be readily attained by state associations. 
It’s collective buying facilities functioning at state 
convention time will form an influence, the strength 
of which will attract every manufacturer in the 
display industry. 





FIRST TO CHAMPION SERVICE MAN 


The DISPLAY WORLD has received, since the 
first issue, many commendatory letters concerning 
the value of the publication as a force in the great 
field of mercantile display and congratulating the 
publishers on the progressiveness as evidenced in 
our platform. 


Particularly of interest to many is DISPLAY 
WORLD’S declaration to champion the Inde- 
pendent Display Service Man in the development 
of his work and field, and secure for him his proper 
and important position in the display profession. 
For twenty-five years there have been displaymen 
independently engaged in merchandise display, yet 
strange as it may seem, during all these years his 
position has never been supported and frequently 
obstacles have been constructed, the purposes of 
which were designed to outlaw these artists insofar 
as official association affiliation was concerned. 


DISPLAY WORLD’S recognition of him evi- 
dently has awakened many to the tremendous work 
he is doing, and to the great possibilities that have 
been opened to the general profession through his 
participation. Pages of The DISPLAY WORLD 
are open for the Independent Service Man, and 
articles, illustrations and news pertinent to this 
branch of the profession will be regular monthly 
features of this publication. 

DISPLAY WORLD is proud of its platform and 
peculiarly interested in that plank concerning the 
importance of the Independent Display Service 
Man. 





THE CARE OF MERCHANDISE 


A man’s responsibility in the display department 
can be adjudged with a great degree of accuracy 
through the attention he evidences to the merchan- 
dis he is using in his displays. Frequently do we 
see men in the window handling rich and costly 
fabarics in the manner that would ordinarily lead 
one to believe that the merchandise represented 
was some worthless material far beneath the con- 
sideration of the one handling it. 

The first evidence of the display artist is the 
regard for merchandise. Not only does he insist 
that it show in the display to the best advantage, 
but he also has in mind the fact that the boss has 
spent good money for it and cares for it when the 
display is coming out with such attention that it 
may be again placed on the shelves for sale without 
in the slightest degree having been in any way 
soiled. The same care should be evidenced toward 
fixtures, forms and other essentials and embellish- 
ments that go to make up the window display. © 





LAST CALL AT ONE DOLLAR 


If you have not already sent in your subscription 
to The DISPLAY WORLD you should do so at 
once, as the special introductory subscription offer 
will be withdrawn next month. 

It was originally planned to maintain this 
offer until 5,000 subscriptions had been received. 
Our most elastic expectations have been. fulfilled 
and another month will see us “over the top.” 
You still have time to subscribe to 12 copies of 
The DISPLAY WORLD for one dollar. Get busy 
at once and avail yourself of the wealth of imfor- 
mation to be presented in future issues. 





“One difference between a storekeeper and a pro- 
gressive merchant is this: The storekeeper puts some 
goods in his window and waits for customers to come 
in. The merchant uses light to draw the attention of 
customers to his window and to help make satisfactory 
sales to them inside. © 
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BULLETIN TELLS OF STORE LEAKS 


A BULLETIN prepared by the trade division of 
the Chicago Association of Commerce, con- 
tainsthirty-nine reasons how leakages occur in re- 
tail business. These leaks were presented at a 
recent convention of retailers and later described 
by David Humphrey Foster, a retailing expert. 


The bulletin sets forth the “ store leaks” as 


follows: 
CLASS A LEAKS 


1. Leaks between the time the goods leave the whole- 
saler and the time they are received into the store. 

2. Failure to make freight claims or seek adjustment 
from shippers. 

3. Failure to properly check goods when unpacking 
or to properly unpack goods. 

4. Failure to properly check invoices for shortages, 
errors, etc. 

5. Failure to speed up the merchandise between the 
receiving room and the selling room, thereby losing sales. 

6. Leaks from unmarked goods being sold at the wrong 
price. 

7. Leaks caused by the improper handling of goods 
by customers and salespeople. 

8. Leaks from merchandise being spilled or knocked on 
the floor. 

9. Leaks from damages occurring from displays. 

10. Leaks from goods that are eaten up or stolen. 

11. Leaks from giving overweight and measurements. 

12. Leaks from improper wrapping. 

13. Failure to correctly enter prices on sales tickets or 
failure to properly add sales tickets. 

14. Failure to charge merchandise purchases. 

15. Leaks through the use of chip money and trading 
checks. 

18. Leaks in the collection of C. O. D. 


Striking Opening Display by Henry Sherrod for Stewart Dry Goods, Co., Louisville, Co. 





19. Leaks in methods of approval sales. 

20. Leaks in shrinkages and mark-downs, usually due to 
over-buying. ; 

21. Leaks from merchandise items used in the store 
and no record made. | 

22. Leaks caused by proprietor or family of same help- 
ing themselves to merchandise. , 

23. Failure to take advantage of return privilege ac- 
corded by shippers. 

24. Failure to take discounts. 

25. Leaks in the alteration and millinery room. 


CLASS B LEAKS 

1. Advertising leaks because of a failure to make an 
intensive study of the store’s needs, the mediums of ad+ 
vertising and the trading territory. 

2. Failure to push freight claims and adjustments. 

3. Failure to carefully watch department expenses. 

4. Loose methods in office, allowing proprietor, family 
and employes to help themselves to stamps and stationery. 

5. Waste of sales books and pencils: iM 

6. Waste of wrapping paper and twine. 

7. Lack of care in looking after window fixtures. 

8. Lack of study of fire insurance’ risk and failure to 
get lowest rate. 

9. Carelessness in getting out tax. reports. 

10. Extravagance on buying trips. 

11. Depreciation in customers’ charge accounts. 

12. Failure to keep charge accounts: collected, thereby 
decreasing working capital and causing an increase tn 1n- 
terest charges. 

13. Over-buying, which also ties up capital, decreases 
discounts and increases interest charges. 

14. Lack of efficiency in salesmanship, causing high 
selling costs and curtailing gross profits from loss of 
volume. 





B. S. Allison, formerly director of the Allison Sign 
and Show Card Company, Gadsden, Ala., has accepted the 
appointment of display manager for the Ory Co., Gadsden. 
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What the Future Has In Store 


Independent service displaymen now taking advantage of the oppor- 
tunities that will soon become general, with nationally known manu- 
facturers and distributors playing important part in advancement 


URPRISING as it may seem, there are still 
men in the display profession, and men out of 
it though associated in the work in what they 

are pleased to term an advisory or analytical capacity, 
who continue to heap abuse on the man or journal with 

the audacity to refer to the independent display ser- 
vice man as one of the legitimate associates of the dis- 
play profession. This narrow and uncalled-for con- 
demnation was, a few years back, quite general, and we 
are happy to relate is practiced by only a small number 
today, who seem to feel unsafe in giving the service 
man his proper place in the honored list of display 
managers. The main objection seems to concern itself 
with the thought that service men are not display man- 
agers, merely men plying the profession, doing work 
here and there, with the main object of dislodging some 
display manager from an important and profitable post. 

Silly as it seems, and so much unlike the big display 
manager is such a line of reasoning, that this narrow- 
visioned character would be unworthy of reference 
here had we not decided to employ the result of his 
reasoning as a starting-point of this article. 





What are the possibilities in the field of indepen- 
dent display service? What makes a display service, 
and upon what will the future of it depend? 

Here are questions of vital importance. They can 
not be fully covered in one or two articles, and as 
months grow into years books will be needed as auxil- 
iaries to monthly or weekly publications to record the 
accomplishments of service display men and the devel- 
opment of the independent display service. And per- 
haps we will not be amiss in the prediction that some 
other more fitting title will be then applied to our pres- 
ent day service man; perhaps he will then be director 
of creative department, manager of display advertising, 
chief of advertising creation, or something even more 
evident of the importance of the post to which he will 
succeed. 

The great subject of independent display service 
brings instantly to mind another great topic, another 
gigantic institution—the national advertiser. One can 
not be mentioned without the possibilities of the other 
coming vividly to view. 

National advertisers, through years of studious an- 





Display by J. D. Williams, Williams Display Service, Chicago, for E. V. Price Co., Manufacturing Tailors 
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alysis, have realized the greatest medium of sales pro- 
motion lies in the perfect co-ordination of general and 
national advertising and window display. Of recent 
years display has begun to evidence its power to na- 
tiénal advertisers just as it did to merchants who re- 
fused to seriously consider its true worth in years gone 
by. However, the world has more and greater busi- 
ness minds than a few years back, this because of the 
competition which forms the international game of all 
men engaged in mercantile business, industry or sports. 


Producers of nationally advertised products include 
in their advertising schedules displays of their products 
through the show windows, and in conjunction many 
supply, free of all charge, settings to be used in the 
displays. Right here is divulged the possibility—one 
possibility of the independent display man. 


Departments of Design Created 


The results of the experiments which enlisted show 
windows as co-workers with general publicity and ad- 
vertising have been so great, that tremendous appropri- 
ations are being designated for window display. The 
advantages of this sort of advertising are so extensive 
that departments are being established which will cre- 
ate and build settings appropriate for employment in 
conjunction with the thousands of displays destined 
for installation in every corner of the country, and 
these departments will be directed by former display- 
men, both those who had followed the art in the inde- 
pendent channel and those whose experience consists 
of many years’ supervising the decorating departments 
of great department stores. 


Right now it is the displayman working indepen- 
dently who is doing the greatest work in cultivating 
the general idea of display among national advertisers, 
and it can, with equal truth, be said that he is respon- 
sible in a great degree for the general acceptance of 
the display idea on the part of thousands of merchants 
where display departments do not exist. To the ser- 


‘vice man the co-workers of his profession are indebted. 


He has broadened the field in which they labor and 
has also had a decided influence in bringing the wages 
of displaymen to their present standard. 


Development Through Service 


The idea of independent display service is no dif- 
ferent in fundamentals than the advertising agencies 
and counsellors of today, who are accepted everywhere 
as important essentials in the life of national business. 
Just as these bureaus of advertising service strive to 
educate through the written word, so also does the 
independent service man teach the value of displaying 
merchandise as the most potent sales force of modern 
retail merchandising. For every hundred stores di- 
recting vital attention to window display ten years ago, 
there are eight hundred enthusiastic merchants today 
who would prefer to see their advertising taken from 
the newspapers than miss one single day’s returns as 
gained through the appropriate window display. 

What makes a display service? This important 
question is best answered in one word, and was uttered 
by J. D. Williams on being addressed the question. 
This leader of service displaymen answered, “Service,” 
and we can conceive of no word or phrase that more 





Clever Furnishings Display by M. Wolfson for Baer Bros. & Prodie, Chicago, IIl. 
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Beautiful Setting Designed by H. H. Tarrasch for Stix, Baer & Fuller, St. Louis, Mo. 


aptly fits the query. Service—that kind that satisfies 
the customer—displays that accomplish results as evi- 
denced through sales or the tabulation of the cash- 
register. 

Mr. Williams, nationally known as an artist of first 
rank and a man who is both a displayman and an 
executive, has some profound views on the question 
of the service man’s future, and, like us, sees a field 
of unlimited possibilities and advises all young display 
artists to keep their eyes fixed on the display star of the 
future—the field to be provided through the develop- 
ment and expansion of display departments in all or- 
ganizations manufacturing and distributing nationally 
advertised products. 


Already we find such departments in operation, 
and this is but the beginning. Such organizations as 
The Wahl Company, manufacturers of Eversharp pen- 
cils, maintain a most complete department operating 
under the direction of H. C. Bolling, formerly service 
displayman in Chicago. The A. Stein Company, Chi- 
cago, is another progressive national advertiser that 
has a complete department of designers and builders 
of window display ideas to be employed in conjunction 
with displays of Paris Garters, these display settings, 
complete in every detail, being supplied without charge 
to all distributors desiring them. 


The Waterman Fountain Pen Co., Camden, N. J.; 
Armour & Co., Chicago,; Swift & Co., Chicago; The 
Richard Hudnut Co., New York, form a few more 
organizations that are particularly active in the sup- 
port of the display department, and in most cases for- 
mer service men direct the work. 


The future of the independent service man is ap- 
parent, and with it also comes the opening of the 
greatest and richest field thus far decreed for the men 
of the display profession generally. 





SUGGESTS PLANS FOR EXTENDING 
CREDIT REPORTS 


The Grand Rapids Merchant’s Service bureau, of which 
J. B. Prickett is secretary, is putting into effect a plan for 
interstate credit reports which in time, it is thought, will 
revolutionize the handling and granting of credit. The 
idea is original with Mr. Prickett. 

The plan consist of keeping credit agencies informed 
of the movement of people to their territories from other 
states. 

“To illustrate, let us suppose a Grand Rapids man 
moved from here to San Antonio Tex.,’ explained Mr. 
Prickett. “The Grand Rapids Merchants’ Service bureau 
will immediately inform the San Antonio credit bureau of 
the fact and will give the man’s credit gating here. If the 
man’s rating is good, he will have no difficulty: in obtaing 
immediate credit at stores there, but if he is a ‘deadbeat’ 
the merchants there will be warned against him. 

“Ordinarily, if a man moved to San Antonio and tried 
to obtain credit, he would have to give references and it 
would take five days for firms to write here and verify 
them. In the meanwhile nothing can be done. Under the 
new plan, however, they would only have to call their 
credit bureau to obtain immediate information.” 

The Grand Rapids bureau plans to put the scheme into 
immediate practice by notifying bureaus in other states 
whenever anybody moves from here. It is expected 
that the plan will stir up a lot of interest and that eventu- 
ally it will be nationally adopted. 





J. Warcomski, formerly employed at Klein-Heffelman- 
Zollars Co., Canton, Ohio, has resumed the post of display 
manager for the Alliance (Ohio) store of Seitner Company. 
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Chicago Monthly Display Review 


Display windows most elaborate every presented on world’s greatest 
display street—Exquisite drapes form important part of decorative 
scheme—F lowers not so prominent as in former seasons 





Bs x TATE STREET show windows, particularly 
oP at opening time, uSually are described as 

eS things of rare beauty, the acme of display art, 
the handiwork of master artists, or by some other 
equally fitting phrase. If former. Fall openings have 
been any and all of the above, and there is no one who 
can doubt they have, then the present series is beyond 
adequate description. Let us forego the attempt to 
find some applicable phrase or word, and just say that 
the Chicago windows of the 1922 Fall openings are the 
most pretentious and truly beautiful ever unveiled to 
a receptive public. Starting with Marshall Field & Co. 
and Mandel Bros., down the great display street to 
Rothschild & Co., at the southern extreme of Chicago’s 
Loop, displays of great beauty and dignity greet the 
eye. 





Field’s Greatest Windows 


The displays at Field’s are generally conceded the 
best of Fraser achievements. Strong in the atmosphere 
of the Roman design and architecture, with a most ex- 
quisite blending of colors, Mr. Fraser has given the 
world’s greatest store something that is akin to an 
epoch in that institution’s program of store publicity. 


Two companion windows on either side of the main 


entrance carry scenic background paintings depicting 
Roman gardens. In high colorings on a framework 
of relief stone effect, divided into three panels, with 
four life-size figures of the goddess of Plenty, each 
topped with an urn, is a sight to behold. The sides and 
ends of windows are in Roman blue plush, stretched 
tight and also formed into loose, flowing drapes. A 
chair fashioned to resemble a chariot is placed in each 
section, and finished in green and silver bronze. 


Drapes Feature Variation 


The floor is of large.tile, stenciled in light tones of 
gray, white, blue and gold bronze. To the right and 
left of these windows a variation of treatment is evi- 
denced, one display in Roman blue and one in fuchsia 
—these have solid backgrounds of rainbow-colored silk 
stretched tight, with a lower loose drape curtain of 
silver metal cloth thirty inches deep. Great draped 


curtains are placed about two feet from the background © 


in graduated sweeping curves, each with heavy drop- 
cords and silver ball and tassel. Another distinctive 
treatment is the use of Roman blue plush stretched 
tight, covering the backgrounds and sides, and relieved 
with parallel lines of Roman blue braid. The outstand- 
ing decoration is a Roman spear and mirrored Roman 





Opening Display by A. V. Fraser for Marshall Field & Co., Chicago 
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Exquisite Showing by Allan H. Kagey for Mandel Bros., Cincago 


shield, one of the most atractive ornamentations ever 
seen on State Street. It is a noticeable fact that foliage 
is entirely absent in the entire State Street front. 

The Randolph Street windows carry three-panel 
hinged screens with Roman scenic paintings in large 
ovals at the top—these screens are covered in blue and 
silver brocade patterns. Massive golden fruit and 
foliage is festooned on the Washington Street back- 
grounds, while large screens covered with silver metal 
cloth ornamented with blue foliage festoons lend great 
character to the general settings. 


The Mandel Bros.’ Displays 

Allan Kagey, the directing genius of the Mandel 
display department, never disappoints. It is safe to 
say that there is no artist more consistently skillful and 
perhaps none so artistically dignified in his work as 
this master artist of Mandel Bros. For his opening 
he introduced a new series of screens of brown-purple 
figured plush, with top panels in woven cane finished 
in soft gold. Mirror backgrounds were overhung with 
gold net and applique designs. Massive draped silk 
velour curtains with columns and carved frieze, with 
unusually clever lighting effects, presents a setting 
worthy of a French monarch’s palace. 

Elaborate silver, beaded and lace importations in 


evening wear with millinery, created intense interest . 


of the public, as did every display in the entire set of 


Mandel windows. 
The Fall displays at Stevens are void of their cus- 


tomary temporary backgrounds and foliage, but make 
up to the highest degree of excellence in the character 
of the merchandise shown. The center island window 
is devoted to evening wear apparel and accessories. 
The remaining displays feature negligee, pumps, mil+ 
linery, sport sweaters and skirts, with the newest cre- 
ations in gloves, blouses, hosiery and lacey things wo- 
men so well love, faultlessly presented in a fashion 
characteristic of Stevens’ displays. 

The Boston Store, where William A. McCormack 
holds sway, proudly surpasses any previous setting in 
its installation of new Fall backgrounds, strong in the 
Egyptian influence. The great State-Madison window 
presents a color scheme of warm tan with dark French 
gray trimmings. Birds of Paradise are appliqued on 
brown felt that feature the extreme panels on each 
side, while a most pretentious center unit consists of 
a massive gate flanked by impressive Egyptian columns 
worthy of the approach to a king’s garden. Black onyx 
steps form a color contrast in approach to the entrance 
and gate. Fall frocks of black, blue and brown are 
strongly featured on gracefully posed wax models. 
The remaining State Street windows are carried out 
in the same motif and feature Canton crepes, chiffon, 
broadcloths, and silver trimmed millinery, artistically 
draped on slanting top stands with art bases. 

New gold backgrounds are to be seen at Carson- 
Pirie-Scott’s, with windows on south having door- 
way in center, with curtains drawn back and showing 
a large oil painting with pleasing lighting effects. The 


~~ sme waar Stale Street window, which is a 
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View of the State Street Front of the New A. M. Bedell Store, Chicago 


north end of windows have foliage and hand-painted 
screens, one window holding a large mirror with flow- 
ers painted on the glass—a most unusually attractive 
effect. Evening gowns feature and are displayed on 
wax. Beautiful accessories appropriately selected en- 
hance each display. The mention of perfect displays 
is but to bring to mind such an artist as J. E. Tannehill, 
who is responsible for the Carson displays. 





Fair Has Beautiful Series 


The Fall opening displays at The Fair are attract- 
ing unusual interest in their new dress. The back- 
ground hangings of mulberry velour are about the 
richest effect employed by this establishment in several 
seasons. These hangings are forcefully brought out 
by the band of relief work in gold and blue running 
along the frieze. A big drive is being made here by a 
showing of curtains and hangings for Quaker Craft 
Week, and a most striking foliage treatment is given 


to this display with highly colored flowers in blue, 
purple, red, orange and green with silver centers. Dis- 
play Manager Herr is to be commended on this strik- 
ing set of windows. 


Display Perfection at M. L. Rothschild’s 


M. L. Rothschild’s, with Harry C. Davis at the 
helm, is featuring Burr Blend Stetsons in “thistle 
green” in a most artistic manner. The central feature 
of the display in a mounted pheasant and stuffed squir- 
rels mounted on natural branches and miniature 
stumps. The foliage treatment shows an unusually 
artistic effect that lends a most pleasing atmos- 
phere of Autumn days. Consisting of highly colored 
oak leaves and acorns in metallic colorings, a cluster 
of foliage is skillfully placed at the bases of the hat 
stands, as well as half way up on the taller stands. 
Canes, gloves and show cards are of “burnt blend 
green” that blend into a symphony of a perfect color 





Opening Display by C. E. Herr for The Fair, Chicago 
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Fall Hat Display by FE. H. Leaker for the Hub, Chicago 


scheme. The windows displaying suits and accessories 
are artfully decorated with massive chrysanthemums 
in gold brown with rich green leaves. Show cards are 
of the same high character that is characteristic of 
Mr. Davis’ work—in brown, with white lettering, each 
carrying a clothing illustration. Pleated shirts are 
featured, with hand-tailored neckwear. 


Strong Displays at The Hub 


One of the outstanding features of the Hub is their 
sport and auto goods displays, and one of the strongest 
attractions to men possibly to be found in Chicago at 
the present time. Plateaus are used in each of their 
clothing displays in telling effect, with a two-toned 
mottled gold-lavender and brown velour stretched in 
pleated folds flat on the plateau, with a puff at each end. 
Mr. Leaker’s latest floral pedestal, illustrated in’ the 
September issue of DISPLAY WORLD, is employed 
on each plateau, holding rich and massive Fall foliage 
and grapes in metallec colors, with leaves of plush in 
purple and orange. A central feature of each window 
is an art lamp of the Gothic period, with electric lights, 
these lamps being blended in gold, old rose, black and 
gray. The show cards are quite out of the or. ‘rary in 
that they carry a lithograph reproduction of the Hub 
building, all pen lettered in Roman black on tan, with 
dark gray border. 


The initial Fall display was placed at F. B. George's 
while the windows were not quite finished, and natu- 
rally displays were not at their best. This week finds 


the new valances up, and are rich gray with black trim- 
mings, a credit to the creator. Words almost fail in 
cold print to describe the perfect blending of the tan 
stone backgrounds and the French panel mirrors in 
natural oak with gold edges, to say nothing of the cir- 
cular candle chandeliers in gold and brown bronze. 
Window dividers along a new line are now installed 
between each section of merchandise and are in French 
window effects, with openings, so that they do not cut 
off the gaze from one section to the other, thereby 
causing a perfect optical balance. The large arcade is 
devoted to an elaborate showing of imported French 
gowns on life-like posed wax. 


Bedell Valances Innovation 


While the windows at Bedell’s new store are not 
quite completed as to minor details, a great improve- 
ment is evidenced in the placing of the valances, which 
consist of black material edged with gold fringe and 
carrying a highly decorative urn with appliqued foliage 
in each center, thus making a very striking effect 
against the white stone-backgrounds and white tile of 
the building. Gold dividers have been added to the 
original opening decorations. Fall gowns, frocks, suits 
and accessories are strongly featured in price groups 
that naturally makes a strong appeal to the buying 
public. Dainty silk undergarments in pink with blue 
trimming are featured in a solid color scheme. 

Rothschild’s department store features light tan 
repp curtains in each State Street window, which is a 
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any people or any age is its ability to 
| produce merchandise of beauty ade- 
oe J quate to its vision. 
The famous rugs of old Persia, the delicate glass- 
ware of Venice, the gossamer cottons of India, the 
colorful linens of Egypt, are today the priceless 
treasures of great museums, the certain proof of 
the culture.ox these ancient peoples. In their own 
age they werc current merchandi factured 
by the most improved machinery, the most com; 
plex processes known at that time: They were 
assembled by the best known methods of trans- 
portation, the caravan-or the galley, and distrjb- 
uted in great, gray-walled caravansaries, the 
forerunner of the modern’store. 

Our age is the age of the automatic machine, and for a 
century and a half, che intellect of the modern world has striven 
to develop and guide this force, to adjust it to our economic 
and artistic needs. We have won 2 hard fought but worthy 
victory. Each day sees us a little nearer to the highest perfection 
reached by those great craft ages, so worthy of our reverence. 

In all ages man has been a persistent secker for beauty. No 
gtave so ancient in Egypt, in Peru, in Asia Minor, in the silt 
of the archaic Swiss Lake villages, but yields us evidence of 
this old quest. 

The most ancient trail in all the world, over the frowning 
mountain pass, by glacier's rim, across the roof beam of the 
world, was the road of silk, of luxury, of trade. At one end it 
started in the looms of old China and her silk farms; at the 
other it began in the glass and metal shops of ancient Syria. 
It is white with the bones of men who died that beauty might 
live and grow through wide flung commerce. Today it is 
wrapped in the purple mantle of romance, yesterday it was trade. 

Led by the old desires we return to the old road. From swift 
loom, from certain machine, from forge and mill and shop, 
beauty flows again to be caught in this great reservoir, the mod- 
ern store. We have mastered the great power to make beauty the 
common experience of every one. Beauty new-born today or 
beauty that blossomed in the remotest yesterday, bere is ours 
for che mere asking. 

This is our heritage. This is what industry means: the power 
to express beauty. This is what commerce means: the power to 
exchange beauty. The man or woman who hopes for less is self 
cheated; the industry that strives for less is blind to oppor- 


tunity and unworthy of tradition. 
Uy, " A 
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ST pparel and Accessories — Home 


Fall Exposition Announcement as Carried by all Chicago Newspapers on Date of Opening. This Announcement | 








FER) CHIN this formal event, primarily a reve- 
Bed Wkel| lation of the world’s newest and high- 
Ben (2S) est achievements in Style creation, we 
‘Le oe 7 os 

Hit SAA) present a kaleidoscopic exposition of 
the world’s best art, as exemplified in metchan- 
disg designed for the complete range of apparel 
and-home-furnishing requirements. 

After months of intensive preparation, which 
have taxed the enterprise, skill and resources of 
our international organization, and drawn upon 
the industrial art resources of many countries, 
we present the most beautiful and comprehensive 
collections of merchandise in the history of our 
undertakings. 


Fashions, each year becoming more beautiful and more dec- 
otative, as designers and manufacturers increasingly realize the 
value of the highest artisti¢ standards, find culmination in 2 
season of richness and lavish beauty. The inspiration to be 
drawn from the art of all countries and all ages is apparent 
in peerless fabrics and wondrous embroideries. Gowns, wraps, 
suits, hats, and other articles of apparel take their design mo- 
tives and colors from rare Persian manuscripts and shawls, from 
ancient Oriental art wares, from the treasures of some Egyptian 
queen, from Russia's barbaric and beautiful national costumes. 
New and complete are the displays of — 

GOWNS - WRAPS - SUITS - BLOUSES 

SPORTS APPAREL - MILLINERY - FURS - SHOES 
UNDERGARMENTS - ACCESSORIES 
In addition to our great and diversified collections of new merchan- 
dise, presenting the mode for Autumn and Winter in all of its many- 
sided aspects, and the trend of the best thought in home decoration, 
we have assembled special exhibits in practically every section of the 
Store, giving emphasis and expression to the Are ideals and creative 
achii of our org: ion and other associated producers. 
These exhibits comprise original studies, sketches, designs and actual 
processes showing the’ application of art to things of use both in 
adornment and environment. 

Among the many special features of the Exposition are: 

THE TEXTILE ART EXHIBIT of The Association of Arts and 
Industries. The origin and development of design in many lines of textiles; 
machine color printing and hand-block printing of textiles in continuous 
operation; the designing of laces, drapery fabrics, silks, ginghams, wash fab- 
rics; weaving of homespuns; et cetera. 

THE FABRIC, FASHION AND PATTERN SHOW 
First Exhibition of No-Jury Society of Artists, Second Floor, Wabash. 
Rug Section, Third Floor, Wabash. Displays of rare Oriental Rugs, defining 
the characteristics in weaving, color, and design and use of symbolic motifs. 
Hand-woven European Rugs. Display of'Home-Crest Rugs with original de- 
signs and design processes. Other exhibits of great interest. . 
Book Section, Thitd Floor, North, Wabash Collections of ociginal drawin 
of some of our best-known illuscrators and other interesting displays sanicely- 
ing the artistic side of book-making. Every afternodn at 4 o'clock, authors an 
illustrators of “Child Life” will talk to the children aboat stories and illustra 
tions: Today, Rose Waldo and Marjorie Bartows, Editors, will 
An Expert Costume Designer will show the adaptation of new fabrics 
to modern costuming. Every morning from 10 to 12, in the Lace Section. 
















Furnishings and Decorations 


is a Perfect Example of Character Advertising and Complete in Interest Appeal 


wonderful contrast for showing the new Fall merchan- 
dise and a big improvement in overcoming reflections 
over the mahogany backgrounds. Chiffon velvets in 
both drapes are strongly featured in the new red, blue, 
green and brown shades at $4.45, and metallic foliage 
is artistically employed. Announcements in these win- 





dows feature show cards stating that the tariff bill has 
not affected their prices of goods now on hand. Ornate 
golden electric lamps are used in the apparel windows 
to splendid advantage, and the entire State Street front 
is most tastefully decorated, with an appeal far above 
the ordinary for this establishment. 
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Richness and Beauty of Autumn are Kflected Sheroughout the Gntire Store 





¢,.? f 
Babies’ Frocks 
Wi new modes these. On 
frocks of “velvetcen, long ribbons 
trace patterns like embroidery. 
These are $13.75. Wool jersey frocks 


with hand-work, $9.75. 
Caats, Caps, Leggings in Sets 
Very often these smart affairs are 
trimmed with fur. One is sketched. 
This is of Bolivia cloth with nutria. 
The priccs are as follows: Coat 
2.50, leggings $10.75, hat $10.75. 
Third Floor, North. 


Coats, Wraps, Capes 


Elaborate stitchery is often used 
to simulate’ brocade. Coats of the 
richer fabrics accent a draped silhou- 
ette with the immense width of the 
embroidered sleeve. Many have al- 
most as much fur as fabric. Prices 
vary from $55 to $450. 


D1rVU 





Fowrth Floor, North and Sowth, 














_ Places especial emphasis 
upon these Mid-week Presentations 


HESE are delightful days here. Each day brings:some- 
thing refreshingly new into prominence. So complete, 





Autumn Hats 
Our workrooms have caught the 
very spirit of the ateliers of Paris and 
expressed it in the hats in certain de- 
lightful groups. 
At $20, $22.50, $25 


Sable brown, and a glowing shade 
of purple, ostrich used in flattering 
new touches, metal embroidery and _ 
silver flowers are details in which one 
reads in these hats the fascinating 
way of the new mode. 

Fifth Floor, Sewth, 


The New Suits 


Paradoxically the coat of the srt 
may be a cape, as is the one sketched 
in the center panel, over a complete 
frock. Striking innovations are suits 
with the new wrapped coats. Prices 
vary from $45 to $500, 

Fourth Floor, North and South, 










sd skilfully assembled are the displays presented that the I 

Autumn Opening of 1922 can well be said to sound the io 

ee dictates for the — season — giving wide a 

atitude for. personal preference in_ selection, with’no ‘ ‘ 
Bordered Wool Skirts sacrifice in ve dominant?mode-themes. men ae 


Colorful fabrics give the new skirts 
unusual dash and smartness. Circu- 
lar skirts afid wrapped skirts are the 
“features” of this season. $11.50 to 
$35. The skirt sketched is in brown 
imported fabric with a figured border, 


Fourth Floor, North 


Charming Blouses 


To them falls the delightful task of 
providing color accent. For the new 
blouses are vivid—brilliant with em- 





weave must have been specially 
woven for the svelte lovely negligees 
of the new mode. 

Their graceful draperies ca 
with tiny folds of the material. One 
sketched, $27.50, 

Third Floor, North, 


Dainty Lingerie 


Silken undergarments in styles 
termed “tailored,” or lacey. Loveliest 
lingerie from France, all finest hand- 


‘Gaah teaneat area te The Ways of the New Fall Fashions in Frocks ee oe oe 


0s A Lew Some teen aces poem One Whether the silhouette is classic or bouffant, it has, most often, charming accent in colorful with enderqeements of Ge bestest 
chiffon. A : sort. Choosing now is delightful. 
embroidery, or the sparkle of beadg, Much vogue is assured a soft, lovely shade of gray. Collars 

An Interesting Group at $53.50 of cream-toned lace are a flattering new note, particularly lovely on frocks of velvet. Many de- Silk Envelope Chemises, $7.95 

In a group at $13.50 are certain signers favor fur as trimming—it is strikingly used on evening frocks of metallic laces. In lustrous silk, with appliques and 
smart blouses banded in contrasting From France come frocks stamped with the names of artists whose approval launches a new” stite! done by hand, after the fash- 
color, beaded with wooden beads. moge. And never were lovelier frocks than are in a certain group, also from France, of Georgette ion of French rments. One is 
One is sketched directly aboye. crepe and silk which are entirely made by hand. Priced from $50 to $250. sketched above. $7.95. 

Fourth Floor, North Fourth Floor, North ond South, Tited Heen, Berth, 





CARSON PIRIE SCOTT AND-GOMPANY 





How Carson, Pirie, Scott & Company Announced the Opening of Autumn Exposition. A Striking Example of 
Powerful Advertising, Yet Quite Varied in Style from the Ad of Marshall Field & Co. 


WURZBURG’S FIFTY YEARS OLD—NEW 
STORE PLANS. ANNOUNCED 
The fiftieth anniversary of the Wurzburg Dry Goods Co., 
Grand Rapids, Michigan, was observed during the week of 
October 9, when elaborate window and interior displays 
played a very prominent role. Leslie D. Slack, director or 


displays at this big retail institution has been showered 
with comments congratulatory to his beautiful trans- 
formation of the great store windows. 

Plans were announced for the immediate consideration 
of a new nine-story building to be erected just south of the 
present store. 
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New Creations for the Holidays 


Effective decorative suggestions for employment in Christmas display 
—Trend of display calls for distinctive set-pieces as pleasing 
successor to monotonous features of previous years 


By LOUIS S. KOHTZ 


Special Furniture Designer, Chicago 


mat T this season comes to the minds of displaymen 
fom that old and familiar “Christmas comes but 
ki: once a year,” and with the thought comes also 
the perplexing problem of what to do in the way of 
new and attractive displays. 

Making something new for the Christmas season 
is not altogether easy of accomplishment, and requires 
no small amount of diligent thought, especially if the 
displayman has kept abreast of the display world with 
its innumerable display presentations and methods of 
employment. When one realizes the thousands and 
thousands of ideas presented at Christmas season 
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Figure I 





through the display window and store interior, it may 
be more readily appreciated the tasks that are contin- 
ually demanded of the director of the display depart- 
ments. To the outsider it would not be difficult to 


give it up and say that there are no ideas left, they 
have been exhausted. 

As in all other seasonal displays, there are ac- 
cepted rules and customs of display, but the one of 
outstanding importance in Christmas windows is that 
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Figure 2 


one which demands that displays should not maintain 
the influence or distinguishing marks of any particular 
religious denomination. They should be and can be 
made free from this delicate inference. 

Christmas displays may, however, and invariably 
do suggest the religious feeling—they are and should 
be symbolic of religion. The displays commemorate, 
or at least the season commemorates, a great religious 
event, but it is imperative that religion or religious 
subjects be not commercialized in the Christmas win- 
dow display. 


New Effect Through Arrangement 


Reviewng some of the things we have come to 
associate as standard and necessary in Christmas dis- 
plays, we find Santa Claus, Christmas trees, toy ani- 
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mals, birds, stars, winter scenes, snowflake designs, 
holly, mistletoe, candles, flitter, etc. It seems, since 
these have generally become accepted as the essentals 
in Christmas displays, that there is but one way to 
avoid the disagreeable monotony of displays, and that 
is through the variety and method of arrangement or 
grouping, and possibly through a novel lighting ar- 
rangement or some mechanical device or arrangement. 








Figure 3 


I have attempted this month to offer a few sugges- 
tions original in design and, to my judgment, particu- 
larly practical and adaptable. The Gothic screen is 











Figure 4 


peculiarly fitting and midst the appropriate display will 
prove of great beauty. Three candles are used on each 
side, with the center placque covered with velvet. 


Flowers and foliage of appropriate selection will 
greatly enhance this distinctive screen. 

Figure 2 illustrates a candlestick with a band-sawed 
grille in bottom with base, and a halo around the three- 
candle group. The halo is covered with silver flitter 
in order to reflect the light. 

Figure 3 is a placque covered with red velour with 
sprays of poinsettias winding around the three-candle 
group in the center. The top and bottom may be ap- 
propriately embellished with band-sawed scrolls an- 
tiqued in silver. 

A striking set-piece is suggested*through Figure 4 
and presents more of the popular and beautiful scroll 
effect. The base is finished in green and red with the 
icicle grille around top silver flittered. The tree may 
be decorated with careful grouping of white poinsettias 
and leaves, while the center may be a painted panel of 
silk or velour. “The Three Wise Men” could be ap- 
propriately employed as a title, with the corresponding 
subject portrayed in center panel. 





BUTEMENT LEAVES FORBES-WALLACE 
AFTER THIRTY-FOUR YEARS’ SERVICE 


[DISPLAYMEN throughout the country will be in- 
terested in the announcement from Wm. Butement 
to the effect that on October 1 he resigned as display 
manager for Forbes-Wallace, Springfield, Mass. 
Mr. Butement will be remembered in the profes- 
sion not only for his accomplishments in the art of 
display, in which he has few superiors, but for his 
great enthusiasm in the early days of the International 
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Prize Display by E. H. Bates, Bloomington, Ill. 


Association of Display Men. His co-operation and 
judgment in these trying days for the infant. organiza- 
tion proved of tremendous influence and assistance in 
keeping life in the Association, and without interrup- 
tion he has assisted in the development evidenced today 
in the powerful body known as the I. A. D. M. 

Mr. Butement will take a richly deserved vacation 
in Florida before announcing his plans for the future. 
His service with Forbes-Wallace covers a period of 
thirty-four years. The best wishes of DISPLAY 
WORLD and a host of displaymen accompany Mr. 
Butement. 
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Window Display Vs. The Field 


Lack of analytical window records holds up formal decision, but the 
world’s shopping masses favor display as most powerful selling force 


By HENRY H. CAWTHORNE 
Retailing Expert, Detroit, Michigan 


= 7 T IS a moot question whether newspaper ad- 

vertising or window display is of greater 
on value to a store in the way of publicity. Cer- 
tainly no other medium of sales-promotion, such as 
the telephone, or direct mail, is in any sense a competi- 
tor of windows and news-print, no matter how clev- 
erly and intensively such other media are used. 


Merchandise of all kinds may be sold without the 
help of windows, as witness the mail-order houses and 
the upstairs stofes. But no Main Street store of any 
size attempts to do business without using its windows, 
while on the other hand many large specialty shops do 
very well, indeed, without newspaper advertising. 






Newspaper advertising expense is budgeted from 
4 per cent to 6 per cent of the net sales in many great 
and progressive stores. Four per cent on a $5,000,000 
business is $200,000. The window display appropria- 
tion is never more than a fraction of this vast expen- 
diture. 


| 
} 


The general opinion of thousands of women inter- 
viewed throughout the country on this subject is that 
there are many stores neglecting to pay enough atten- 
tion to their windows, or expend enough money on 
their installation, lighting, maintenance and decorating 

Women are intensely practical. What a woman 
sees with her own eyes outweighs all else. Question- 
naire analysis of the buying habits of the housewives 
of many cities prove that a large proportion of women 
do not read the newspapers, and that many others who 
do read them make a practice of proving up the ad- 
vertising by a study of the windows before entering 
the advertiser’s store. 


Women Solid for Display 


Then, too, women are keenly observant. A woman 
shopper gets the whole story of style and price out of 
the corner of her eye as she passed by, while mere man 
stops and studies the details that slowly impress them- 
selves on his less sensitive consciousness. 





Opening Display by Henry Sherrod for the Stewart Dry Goods Co., Louisville, Ky. 
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An Exceptionally E 


Women are intuitive. They jump instantly to con- 
clusions which they seldom or never change, and as 
seldom can or will give logical reasons for entertain- 
ing. But their feminine intuitions are soundly founded 
on a multitude of minute, instantaneous observations 
of each new experience. A man’s mind usually works 


more slowly, with heavier “reasoning,” and reaches 
conclusions perhaps less often correct, though more 


readily and willingly explained. 
Psychologists Tell Why 


Psychologists attribute this sly alertness of wom- 
an’s mind to the ancient experiences of the race. Phy- 
sically weaker women of the stone-age judged quickly 


~ @ se se BOY OF 


ffective and Unique Display of Jewelry by Dave Starr, Seattle, Wash. 


Strikingly Effective Setting by Henry Sherrod for Stewart Dry Goods Co., Louisville, Ky. 


and correctly, or failed to escape the dangers of those 
times, whereas the stronger male could guess wrongly 
and still maintain himself by physical strength and 
prowess. 

Now consider the attitude of the stvle leaders of 
the city as they make their almost daily rounds—if 
business women—or promenade, if society leaders, of 
the shop windows along Main Street. A quick glance 
here and there, a moment’s hesitation in front of a 
fresh trim, an appraising look at some style feature 
that is new, and they know all that has been done in 
the windows since yesterday. , 

Naturally, the we'l-cared for, well-lighted, cor- 
rectly merchandised and decorated windows get all the 






















3% THE DISPLAY WORLD 








‘a scomamren regen psnscene 


One of the Furnished Rooms of the Poindexter Furniture & Carpet Co., Houston, Texas 


attention. The dusty, dim, inharmonious and poorly 
styled displays get not even a glance. And these femi- 
nine style leaders, each the head of a neighborhood 
group as far as shopping is concerned, go to the club, 
or theater, or home, where they dominate the thoughts 
of many less competent shoppers through their known 
good taste and experience. 


Shopper's Say-So Goes 


What weight has a double truck in the newspapers 
against such a shopper’s say-so among her friends? 
Steele & Co., with screaming heads, elaborate cuts and 
big type-faces may claim this or that, but Mrs. Shop- 
per quietly passes the word around that Steele’s win- 
dows show the same old stuff, with only the jig-saw 
backgrounds changed, and the sale is a fizzle! 

Literally, millions of dollars have been spent an- 
alyzing and investigating newspaper circulations, dis- 
tribution and influence on the trading habits of com- 
munities. Yet little has been appropriated for a simi- 
lar analysis of the display window and its effects on 
the buying public. 


Three-Color Displays 


A German scientist is reported to have made ex- 
tended investigations indicating that three-color trims 
are as complicated as the average human eye is capable 
of fully appreciating, and it is just possible that from 
some such thought in other men’s minds has come the 
tendency toward unit trims, so impressive and pleas- 
ing to most window shoppers. 

Another patient researcher is quoted to the effect 
that all over five words of copy on a selling sign 


weaken, not strengthen, the argument. And _ there 
seems to be a parallel development in card-writing, to 
be brief and catchy in phrasing the copy. 


Theatrical Lighting in Windows 


In only one set of windows in this country have 
the lessons of modern theatrical lighting been applied 
with any degree of thoroughness. The results ob- 
tained are remarkable; world-travelled women stand 
in groups before these windows and express their 
pleasure with the effects achieved by this Fifth Ave- 
nue pioneer in theatrical lighting for display windows. 

Why are not the marvels of correct lighting, learned 
at vast expense in moving picture studios, more gener- 
ally adapted to window display? Spot lights, colored 
lights, illummating devices unused outside the studios, 
could certainly be appropriately and advantageously 
adapted to window work. 

In advancing the practice of better window light- 
ing, display managers might do much by presenting to 
their store executives samples of the modern develop- 
ments in this field, submitting at the same time the very 
convincing facts as issued by the more progressive 
stores, employing and benefiting through efficient sys- 
tems of window lighting and the analyses of leading 
manufacturers of the field. 





SIDONER ADDRESSES MERCHANTS 

J. E. Sidoner, display manager for E. R. Lay Co., Mar- 
shalltown, Ia., was the principal speaker at the banquet 
of Marshalltown merchants, held in conjunction with the 
Fall Fashion Review of that city. Mr. Sidoner spoke on 
the value of window display as a sales force and told how 
newspaper advertising should link with the merchandise 
displays. 
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New York Display Activities 


Displays devoted to rich fabrics and trimmings prominent just preced- 
ing Fall Opening—Franklin Simon & Co., has new front 


By WILLARD D. HART 
Special Correspondent for The DISPLAY WORLD 






AS] EPTEMBER was busy for the local display- 
Tx) men this year as in former years. The dis- 
S| plays during September must be made as 

effective as possible to attract the returning vacation- 
ists and tourists so as to induce them to buy in face of 
warm weather. Warm weather is one of the worst 
obstacles in delaying Fall and Winter purchases, and 
this must be overcome by the displayman if possible. 









Many unusual happenings have taken place in the 
display profession and industry in this city during the 
past month. New window fronts have been installed 
at Franklin Simon & Co., new windows have been 
added at L. Bamberger & Co., and Martin’s, Brooklyn, 
held an unusual fashion show. Of importance is the 
action of the Fifth Avenue stores whereby window- 
shades will remain up at night—something that has not 
been done for years. 


Yard Goods and Trimmings Windows 


Lord & Taylor recently struck a different note 
when they simultaneously conducted a window and 
advertising campaign on an exposition of Fall piece 
goods and trimmings. Every window was devoted to 
displays of yard goods and trimmings, while the pre- 
ceding day’s ads called attention to the exposition. 


Each window was a replica of the other. Two neatly 





Black and White Gown Display by Richard Dougherty for Orkin’s, New York City 


arranged drapes, one on either side of the window, 
appeared in each display. The drapes were of differ- 
ent colored materials and were combined with laces 
and other trimmings. Hats, hosiery, gloves, fans and 
other accessories to match were neatly interspersed 
among the drapes, with a quantity of special drape 
stands prominently and effectively employed. This 
concentrated effort brought good results, it was said. 

Mme. Georgette, who operates a doll shop on Fifth 
Avenue, recently drew an unusually large audience in 
front of her store by showing a mechanical toe-dancing 
doll in a window display. A number of dolls of vari- 
ous colors and descriptions were grouped about a 
pedestal covered with gray velour, and upon this the 
toe-dancing doll revolved, meanwhile doing her toe 
dancing. The mechanical working of this doll was 
excellent and appearea so realistic that it commanded 
attention. 

Russek’s, a high class Fifth Avenue specialty shop, 
has just begun a new policy in their display windows. 
This store displays merchandise demanded by the occa- 
sion. During the day they feature clothes for street 
wear, afternoon teas, etc., while in the evening are fea- 
tured evening gowns of high color and extreme design. 
The windows are changed twice daily, which is un- 
usual in itself. 
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Display by Edward Munn for Franklin Simon & Co., New York City 


Orkins’, 34th Street, have drawn considerable atten- 
tion to their island display window, where through the 
use of hand-painted and embroidered drops used for 
backgrounds and different colored felts on the floor to 
match the merchandise shown, several effective dis- 
plays have been obtained. A recent window featuring 
Egyptian design gowns was very effective. The floor 
was covered with blue felt and a painted drop showed 
an Egyptian scene. A large floor lamp with an Egyp- 
tian designed shade lent dignity and warmth to the 
setting. 

An unusual fashion show, and one which drew 
capacity crowds each performance was staged by Mar- 
tin’s specialty shop, Brooklyn, during the week of Sep- 
tember 18th. By having two performances a day in 
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How Martin’s, New York, Linked Display with Star of Film Play 


conjunction with the showing of the photoplay, “Slim 
Shoulders,” which features Irene Castle at the Strand 
Theatre, this store brought thousands of people to the 
store and sold hundreds of garments which it was 
acknowledged would not have been sold if it was not 
for the show. A very attractive window display, which 
is shown in an accompanying illustration, was instru- 
mental in selling many garments and drawing many 
people to the show. 

Fourteen professional models, including four act- 
resses of the original cast in the motion picture, showed 
the garments. They came from behind blue curtains 
as though from the drawing-room of a mansion, out 
onto a porch balcony, and then on down: steps to the 
garden proper, which was represented by ferns and a 
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miniature fountain. The setting brilliantly set off the 
gorgeous gowns, some of which were copies of the 
ones worn by Miss Castle. 

Recently Martin’s caused quite a furore by a novel 
window display featuring boys’ play suits to withstand 
rough and tumble usage. At intervals they staged a 
boxing match between two street urchins, having them 
fall and wrestle around on the sidewalk to demonstrate 
the good wearing quality of the suits. At times the 
crowds had to be dispersed by an officer, as traffic was 
being blocked. 

A new policy for interior displays has just been 
installed at Best & Co. It is now the duty of the mem- 
of the display force to keep close watch on the various 
departments on each floor and see that decorations are 
kept up to a good standard and to make sure that each 
floor carries out a unified color scheme each week. 

It is interesting to note the attitude of a merchan- 
dise man and part owner of one of the most exclusive 
specialty shops in New York, located on that elite shop 
thoroughfare, 57th Street. One of the most important 
points to be considered in the merchandising of mer- 
chandise, in the mind of J. Oppenheim, of Jay Thorpe, 
Inc., is how to display it, both in the windows and in 
the salon. In this respect Mr. Oppenheim declares the 
high class business has lately undergone an evolution, 
for formerly the show windows were ignored where 
today they represent a most important factor in the 
stock turnover. The specialty shop used to put in their 
least attractive merchandise ; now they stress the point 
of showing something worth while and change their 
displays two or three times a week. This not only 
brings in new customers, but also the regular trade, it 
has been found. 

In the dress salon, however, it is different. There 


* th 








General View of Franklin-Simon New Front 


little or nothing is on display, for Mr. Oppenheim finds 
that if the shopper is allowed to see too much she be- 
comes confused and does not know what she wants, 
with the result that she frequently goes out without 
buying anything. Hence the dress salon at this store 
shows only one or two garments, the others being in 
closed cases. 

The window shades of Lord & Taylor, Franklin 
Simon & Co., and many other high class shops on Fifth 
Avenue are again open at night. For the past two 
years or more the shades of practically every store on 
Fifth Avenue have been drawn at night by request of 
the Fifth Avenue Association. The beautiful displays 
may now be observed each night, and many people are 
already beginning to visit the street. 








Novel Drape Recently Featured in the Windows of R. H. Macy & Co., New York City 
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Pretentious Display by Joseph Chadwick for Famous & Barr, St. Louis, Mo. 


The Fifth Avenue Association is desirous of hav- 
ing the shades drawn so as to keep the exclusiveness 
of the Avenue intact. They feel that if the windows 
are open they will draw a large number of pedestrians, 
and this in turn will cause syndicates to open unde- 
sirable stores, and even theaters, which would in a 
short time destroy the beauty and exclusiveness of the 
street for which it is renowned. 

S. W. Reyburn, president of Lord & Taylor, gave 
out the following statement as the reason for the new 
policy: “As the Autumn comes on again the people 
flock to town. Such conventions as the bankers’ and 
others bring the wives of those people we desire to 
attract, and we think that it is time that we exhibited 
our wares. As Christmas approaches our trade be- 
comes more and more of the type of person that is 
attracted by something seen in a display, and we wish 
to make the most of that display. 

“Moreover, the overhead of display windows is 
very high and it is economical to distribute that cost 
by extending the use of those windows a longer period 
of time. Lord & Taylor have never been parties to any 
agreement to keep their windows dark in the evenings, 
although at various times we have felt it wise to do so. 
At the present time better business judgment suggests 
that we display our merchandise to the greatest number 
of people and under the most effective conditions.” 





HAAS GOES TO SURPRISE STORE 
Charles Haas, for several years in charge of the window 
and interior display departments of Kobacker’s, Buffalo, 
is now directing the display department for The Surprise 
Stoe, Buffalo. 


OBSERVES 25th ANNIVERSARY AS 
DISPLAY MANAGER 


Herman Frankenthal, “dean of displaymen, and 
conceded to be one of the three greatest artists 
of the great profession of mercantile display art, 
on September 26, completed twenty-five years ser- 
vice as director of display for B. Altman & Co., 
New York City. 

Known from coast to coast as an artist, a creator 
and executive of great ability, Mr. Frankenthal is 
perhaps the most unique figure in the great profes- 
sion. His influence, and the results of his creative 
genius and practical adaptation is a living thing in 
practically every display department in the country, 
since Frankenthal drapes and special fixtures have 
been generally adopted as most beautiful and 
practical. 

Much has been written of the “great master of 
the display profession,” and it is unnecessary to 
outline his career. It is known by all men who 
ply the art of mercantile display. His great con- 
tributions to the I. A. D. M. conventions have ma- 
terially assisted in the development of this organ- 
ization, and at the Detroit convention in 1920, he 
was the scintillating star on a program of stars. 

In completing twenty-five years as display di- 
rector for B. Altman & Co., Mr. Frankenthal rounds 
out forty years in the display work during which 


time he has ever been a most illustrious representa-' 


tive of the profession. 
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Big Satistaction 
To Use Them” 


Here It Is 
The Complete Family 


of 


Show Card Colors 


Dull Black 
Gloss Black 
Cobalt Blue 
Prussian Blue 
Turquoise Blue 
Ultramarine Blue 
Brown 

Grey 

Gold 

Dark Green 
Emerald Green 
Light Green 





Medium Green 
Olive. Green 
Ivory 

Magenta 
Persian Orange 
Purple 

Dark Red 
Light Red 
Vermillion 
White 

Medium Yellow 
Strontian Yellow 


That's the verdict of the hundreds of 
users who know by actual experience 
what it means to use show card colors 
that measure up 100 per cent to every 
requirement. 


Strontian Yellow, Persian Orange, Em- 
erald Green, and Prussian Blue are the 
latest additions to the W. K. Show Card 
Color Group. Rich, ‘live and smooth— 
each one of the W. K. Color Family car- 
ries its full share of the popularity this 
quality line has won. 


If you are not using W. K. Colors—well, 
the loss is really yours. Send us your 
first order today, and test the truth of 





PRICES 

Size Each Dozen 
OE DP iitinicsiiiitana Soe $2.20 
SR, Bi cminnuainininians . eee 450 
[Of ee [re eee 8.25 
( eee ) See ee 15.00 
Galiow Jae-2. 2032-2600 CS ee 50.00 
Gold—2-02;. ..<sccccsnuu . ey 3.30 
Gord--6-02,. ...<.-.....- . a 9.90 


what we say. 


Wallbrunn, Kling & Co. 


327-29 S. Clark Street 
Chicago, Illinois 
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Instructions in Show Card Writing 


A few practice suggestions for pen and brush—Why ink spreads on 
coated board—Buy from specialists if best work is the aim 


By G. WALLACE HESS 


Author and Instructor in Card Writing, Chicago 






aca) WAS pleasantly surprised on receiving the 
GHA September DISPLAY WORLD to note the 
eee full-page halftone plate featuring a selection 
of show cards by H. R. Thompson, card writer for 
Henry C. Lytton & Sons, Chicago. This plan of 
showing each month a collection of cards that have 
seen actually duty in the show windows of retail 
stores is indeed fine’ and opens a most valuable 
channel of good card suggestions. Without desir- 
ing to be misunderstood it may not be amiss to sug- 
gest that in following this new plan cards used 
in the popular priced stores be given equal promin- 
ence with the work of the experts employed in 


I have lectured many times on the subject of 
show card making and when I arrived at the point 
of inks on white cardboard, I invariably have caused 
a surprise amongst my auditors by telling them that 
if the ink spreads on white cardboard it is dollars 
to pins that the fault is in the cardboard—not the 
ink. Ink spreads on this material because of two 
much coating on the board. However, it may be 
well to remember when lettering on coated boards, 
that a little David’s black letterine added to Hig- 
gins’ Eternal will eliminate the trouble. 

Right here I will repeat what I have said many 
times. Too many men selling paper and cardboards 





: 


Silk Petticoats 
for Christmas 


Svery woman knows how 
thoroughly acceptable a gift 


a silk —— is ¢¥# 











A Good Practice Card 


the great department stores and exclusive shops. 

Since the September issue I have received many 
letters, each interesting, and invariably seeking in- 
formation on some specific connection with show 
card writing. Several of the letters evidenced in- 


terest in my solution for the troublesome spreading . 


of ink on white cardboard. 


A broad choice of 


the finest qualities in 
Men's Mufflers axa Neckwear 


Prices range from 


+) to Cy Ey 








a 





Another Suggestion for Beginner 


are not fully equipped with knowledge relative the 
product they are selling—hence the advice to buy 
the right stock from a man who knows his products. 
In this connection I do not hesitate to say that 
patronizing home or local stores for card writers’ 
supplies and art materials, is frequently more ex- 
pensive than one thinks It is best if results are of 


A BCDEFGHIJKLMMNNO 


PQRRSTUVWWXYZME&A 
aaabcdetghijklmnopqrstuvwxyyz 


ROIIRSILI RS RS 








ff eee wr 


A Pure Type Style Alphabet Having Many Possibilities for Effective Lettering 
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CARD WRITERS! 


Send For Our New Bu'letin of Blicks 
Famous “Master-Stroke” Brushes 
and Supplies and 


Compare Our Prices with Others 
Address Desk D W 


The Card Writers Supply Co. 


GALESBURG, ILLINOIS 
MAORI GRAUALA ANTM 


prime importance to buy from manufacturers and 
dealers specializing in the particular work. Adver- 
tising in The DISPLAY WORLD are the generally 
recognized leading manufacturers and dealers in 
these materials. It is my suggestin that you buy 
through them. 

When purchasing cardboard on which you intend 
to use a pen it is best to buy single coated board. 

Accompanying are a few examples of show card 
letters and layout, also one alphabet and a practice 
suggestion which will be of assistance in perfecting 
these particular strokes. The alphabet is quickly 
made with a type letter dating back many centuries 
and used by the old scribes when reed was used in 
place of brushes. It forms one of the easiest letters 
to read in all cardwork. It approaches closely the 
Roman type, but cannot truly be identified as such, 
and it has been generally conceded to be a style in 
its absolute purity—dating from many years before 
the Roman. 








BENEDICT SUCCEEDS RICHTER 
AT YOUNKER BROS. 

C. J. Benedict, who was so successful as first assis- 
tant to J. H. Ricter, at Des Moines, Ia., has been elevated 
to the post of display manager for Younker Bros., Des 
Moines, the position recently vacated by Mr. Richter, 
who now has charge of display at Kern’s, Detroit. 





REICH & LIEVRE WINDOWS. NOW 
IN CHARGE OF F. K. FOSS 
Franklin K. Foss, well-known displayman and scenic 
artist, has affiliated with Reich & Lievre; of San Francisco, 
in the capacity of display manager. Mr. Foss, previous 
to foreign service with the American Air Service was 
active in display work at Atlanta, Ga. 





CLOTHING MERCHANTS PRAISES DISPLAY 
ON ANNIVERSARY OBSERVANCE 

The Holmes Co., Wichita, Kans., celebrated its 20th 
birthday on September 28. Speaking of the success of the 
popular men’s clothing house, E. F. Holmes, president, 
stated that the business grew to its present magnitude 
through the rigid adherance to the practice of strict 
integrity, fair dealing, honest advertising and character 
window displays. 





MARKUSICH WILL DESIGN FRONT 
FOR NEW WOLFSON STORE 
Saul Wolfson Dry Goods Company, San Antonio, will 
open a new store in Dallas, Texas, with capital stock of 
$100,000. Matt Markusich, display manager at the San 
Antonio store, will design the front for the new store. 





The fourth store of the Victory-Wilson Company has 
been opened at Houston, Texas, with Frank L. Holton in 
charge. 



















Gordon & George Paten> 


Drawing and lettering 






PENS 


five sizes = three styles 
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In the October selection of sitow cards we have gone into the comparatively small city of Alliance, Ohio, where 
James H. Hilton directs the display and card writing departments for Koch Bros. Five of the cards illustrated 
on this plate were executed by this clever artist, and used in conjunction with Fall displays. The upright card 
in center is by E. W. Calvin, Werner & Werner, St. Louis, and a prize-winner in the recent I. A. D. M. contest. 
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Display by Le Roy Roesch, Castner-Knott, Nashville 


ORDINANCE PROPOSED BY RETAIL 
MERCHANTS OF DALLAS 


Protection of the legitimate merchants from. unfair 
competition was asked and action taken in this’ connec- 
tion at a recent meeting of the Retail Merchants’ division 
of the Chamber of Commerce, Dallas, Texas. 


Ordinances: providing for regulation of itinerant mer- 
chants and jewelry auctioneers in the city, as well as an 
ordinance prohibiting contractors from blocking a side- 
walk while remodeling a store front were presented. 


The three ordinances were taken under advisement by 
the board, who assured the delegation of prompt action 
either for or against the measures in the near future. 


“Itinerant merchants and unscrupulous jewelry auc- 
tioneers are the greatest existing menaces to the regu- 
lar merchants of any city said Mr. Hurst, president of 
the Retailers’ Association, in presenting the ordinances. 


“Dallas merchants pay a high overhead in rents, taxes 
and wages and are wholly unable to compete with a con- 
cern operating only temporarily without rent and without 
responsibility. 

“Every year, just prior to and during the holiday sea- 
son, Dallas is flooded with jewelry auction sales. This 
is the season in which jewelers make virtually all of their 
sales, and it is unfair to force them to face this sort of 
competition.” 

The proposed ordinance provides that auctioneers ex- 
cept those specifically exempted be required to pay a 
license fee of $15 a day for each $1,000 of stock to be 
put on auction, and that an inventory of all goods to be 
put on sale, with a list of the owners, must be presented 
to city authorities before the auction is, opened. 

The ordinance on itinerant merchants would require a 
license fee of $750 for every month or fraction of a month 
during which the merchant operates and provides that a 
merchant is an itinerant, if he does not file a statement 
with the Tax Collector of his intention of remaining in 
business for at least twelve months. 

Failure to observe the terms of the statement would 
constitute a violation of the ordinance, for which fines 
of not less than $50 or more than $200 are provided as 
penalties. 





HE surface of the cardboard plays an im- 


portant part in the color combination of an 
effective showcard. 


Nat-Mat Cardboards, with over a hundred un- 
usual colors and finishes, make attractive and ef- 
fective showcards. 


Send for the Nat-Mat Sample Book. It is free 
to displaymen and cardwriters. Write for it 
today on your business letterhead. 


National Card, Mat & Board Co. 


Manufacturers 
4313-36 Carroll Avenue 


KML LLL LLAMA 
MMA ddd ddd 


Chicago, Illinois 











Window Decorations 


for 


CHRISTMAS 


Your Christmas Display requires 
your immediate attention. 


New and original designs in 
Fancy Background Papers. 


Latest Novelty Sprays and Dec- 
orative Placques. 


New ideas in Silhouette bialedec: 
Cards. 


New Price Tickets, Borders, 
Baskets, etc. 


Don’t Wait. Write Now. 


Doty & Scrimgeour Sales Co., Inc. 
30 Reade Street New York 
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HUNSICKER AND HILTON DIRECT 
ALLIANCE FASHION SHOW 


Alliance, Ohio, recently was the scene of the most suc- 
cessful style show ever presented in that section of the 
Buckeye. state. 

Directing the success of the event were such well-known 
displaymen as Perry Hunsicker, formerly secretary of the 
International Association of Display Men, and James H. 
Hilton, display manager for Koch Bros. 

















FORT WORTH STORE IS 40th 
IN STRAUSS CHAIN 
The fortieth in a chain of successful retail stores is the 
Fort Worth J. B. Strauss & Co., store, opened October 
Ist. E. Watson, Louisville, Ky., is the manager of the 
newest store and is a former displayman. 
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Effective Men’s Clothing Units 


Second of a series of articles on men’s wear displays—Examples of 
perfect unit execution—The essentials of this important work 


By E. H. LEAKER 
Display Manager, The Hub, Chicago, Lil. 


SI] HAT was said in the article of last month de- 
id scribing the construction and arrangement of 
Aka} furnishing units, can in a great measure be 
applied to the subject of this month’s article. The 
importance of preliminary planning takes first rank, 
since the success of any display depends entirely on 
the thought put into it. 

Therefore, let us not neglect the all-important ne- 
cessity of the right sort of planning. Study your mer- 
chandise thoroughly, ascertain your general scheme of 
arrangement, patterns to be used, color scheme, acces- 
sories, and not forgetting to give ample consideration 
ot your prospectve purchasers. 

Regardless of what anyone might say to the con- 
trary, I ani a firm believer in the principle of display- 
ing merchandise under the conditions that will sell the 
greatest amount of goods. Publicity displays are all 
right in their places, but they should not form the 
major portion of any store’s display schedule. Selling 









windows are what the boss wants, and it is up to the 
display manager to give them to him. 

Selling displays must have something more than 
price to be successful. They must evidence conclu- 
sively the fact that the merchandise on display is a 
most desirable buy at the indicated price. This can 
only be done through the judgment and skill of the 
display manager. 

This month I have selected from our recent Fall 
opening windows a few displays which should prove 
of value insofar as they serve to illustrate quite clearly 
many of the essentials necessary to correct clothing 
displays. In this connection it may be well to repeat 
that the ideal way in which to progress, to improve 
one’s own ability is through the analytical study of his 
own work as well as that of his co-workers in his par- 
ticular profession. And further, if there is a difficulty 
attached to witnessing good display examples in your 
city, turn to the pages of such journals as DISPLAY 


Detail Photographic Reproduction of One of Mr. Leaker’s Recent Clothing Units 
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WORLD and others where you will find illustrated 
and described displays by the recognized leaders in 
every branch of the display profession. It is a fact 
that the printed photograph can serve as efficiently in 
its work of instruction as can the personal close-up of 
the display itself, since the camera registers details 
invariably unnoticed on the average direct inspection 
of the show window. 


Details Become Essentials 


The illustrations employed in conjunction with the 
article will, I believe, evidence that prime essential of 
diligent planning. They will illustrate clearly the ad- 
vantages to be gained through closest attention to de- 
tails, those seemingly trifling things that so frequently 
cause a well-arranged display to utterly fail in its 
purpose. 

Then also will close inspection bring out the ad- 
visability of accessories, at the same time evidencing 
the point that accessories may be embellishments and 
saleable merchandise at one and the same time. Note 
also the manner in which coats are placed on forms, 
also the careful draping of all merchandise. 


Dressing the Form 


Merchandise should be presented at its best, and 
one thing that cannot be neglected if it is to be thus 
shown is the right kind of pressing. A form cannot 
be well dressed if wrinkles are anywhere in evidence. 
See that the sleeves hang as they should—as they do 
when on the walking human. This is important, and 
the remarkably perfect hanging and shaping of the 
sleeves of garments placed in the show windows of the 
Hub is due to the new sleeve pad originated by the 
writer and used in all forms throughout the store. 
Other displaymen have recognized the pronounced ad- 
vantages of this new pad, and have equipped their de- 


partments with them, the product having been patented . 


and recently placed on the market. 
Do not overlook the balance of your display—an- 
other recognized fundamental. Agree on the best ar- 








Example of Unit Perfection by E. H. Leaker, Ciucago 


rangement and height selections of fixtures, and place 
them accordingly before you touch your merchandise. 
This having been done, select merchandise by patterns 
and group-into color selections, paying particular atten- 
tion to an appropriate placing of accessories such as 
hats, shoes, hose, gloves, neckwear and shirts. The 
prominent role played by accessories was noted in the 
September article, but will bear reiterating here: Well 
chosen accessories, appropriately placed, will add life, 
brighten and generally enhance the general effect of 
any display, will offer correct dress advice and serve to 
greatly increase sales returns on each unit of merchan- 
dise displayed. ; 

In conclusion I would again repeat the oft-given 
advice to pay particular attention to show cards. They 
can be made invaluable parts of any display, or, on the 
contrary, may be made the destructive element of it. 
As much thought should be evidenced in the show card 
as in any individual part of the display. 


. 





The Ben C. Doherty Co., Galveston, Texas, has added 
a shoe department to the stock. 





Effective Series of Units by E. H. Leaker, Display Manager for The Hub, Chicago, Til. 
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Special “Noble Display” by J: Walter Johnson for Powers Furniture Co,, Portland, Ore. 


As the advertising men of any retail business con- 
sider of paramount importance that ability to appeal.to 
the imagination of the shopper, so do the merchants 
and displaymen of modern progressiveness use the 
show window to induce responses through similar ap- 
peals. In these days of keen business competition, 
when every effective means of creating ‘business is 
brought into full play, with efficiency the determining 
factor in results, the proper appeal to the instincts, 
emotions and passions plays an extremely vital role. 
These psychological factors should be in evidence or 
exerting their unseen powers in every show window. 


The proper application of them should be mastered by 
every merchant and every merchant’s display manager. 





TIBBETTS SUCCEEDS BUTEMENT 


George F. Tibbetts, for several years assistant to Will- 
iam Butement, Forbes-Wallace, Springfield, Mass., suc- 
ceeds the latter as director of displays, having been ap- 
pointed by Mr. Butement just previous for his departure 
for Florida. 





Remodeling work at the Wonder Store, Faribault, Minn., 
is rapidly being pushed to completion. New backgrounds 
are to be installed and new lighting system added. Solid 
oak fixtures will also be ordered. 





Display by J. Walter Johnson for Powers Furniture Co., Portland, Ore. 
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WELL-DRESSED CROWD FEATURES 
DENVER STYLE SHOW 


Denver merchants held its time-honored window display 
contest in conjunction with the Fall Style Show, but went 
one better in the institution of a contest for the interested 
townsfolks Cash prizes were offered as follows: 

For the best dressed couple, first prize, $25; second 
prize, $10; third prize, $5. 

For the best dressed girl of flapper age, first prize, $20, 
and six additional prizes of $10 each. 

For the best dressed matron, first prize, $20, and six 
additional prizes of $10 each. 

For the best dressed man of middle age, first prize, $10, 
and three additional prizes of $5 each. 

For the best dressed young man, first prize, $10, and three 
additional prizes of $5 each. 

Cerrect dress bureaus were maintained in all stores and 
expert style advice given to all who wanted to turn out in 
the great style review. 





MARION WANTS 1924 CONVENTION 
OF OHIO DISPLAYMEN 


The Marion Display Men’s Club, is formulating plans 
for a campaign intended to result in the selection of 
Marion as the next meeting place or convention city of the 
Ohio Display Men’s Association. 

The merchants of Marion are co-operating in the plans 
and it is predicted that interesting inducements will be put 
before the delegates to the Ohio convention scheduled for 
Cincinnati during the early days of February, 1923. 





JUDGES MARSHALLTOWN CONTEST 


The popular Jack Cameron, display manager for Harris- 
Emery, Des Moines, Ia, was the chief judge at the recent 
window display contest held in conjunction with the 
Fall Fashion Exposition at Marshalltown, Ia. 





BEST WINDOW DISPLAYS IN FITCHBURG 


Wnners in the Fall Fashion Review Window Contest, 
conducted recently in Fitchburg, Mass., have been an- 
nounced as follows: 

First prize—men’s wear, Kinball Son & Co.; second 
prize, W. J. Lyons; first prize for best general front, 
Goodnow Pearson Co.; first prize for women’s wear, Cahill- 
Dada Company. 





RICHTER LEAVES YOUNKER BROS. FOR 
KERN’S—A WORTHY PROMOTION 


J. H. Richter, one of the leading display managers of 
the West has resigned as director of displays at Younker 
Bros., Des Moines, Ia., to accept the important directorate 
at Kern’s, Detroit. 

The selection of Mr. Richter came only after the Kern 
executives had investigated the abilities of several of the 
country’s most prominent displaymen, and his selection 
must be considered a great testimonial to his skill. For 
years his work has attracted much attention, and now, 
in a larger city with added oprortunities we may expect 
to hear much of Richter and his work. 

He is now at the Kern store directing the decorations 
for the 50th Anniversary Jubilee of this big Detroit store, 
his appropriation for which amourts to several thousands 
of dollars. 





BROWDER IN NEW POSITION 
E. P. Browder has resigned the display manager’s post at 
The Surprise Store, Buffalo, to assume a similar position 
with Kobackers, same city. 


USE (peste) Beano CARDBOARD 


Soft Harmonizing Shades for 
Interior and Window Cards 


Samples on Request. 


CHICAGO sexta COMPANY 


Manufacturers 


664-670 Washington Blvd., Chicago, U. S. A. 




















Nude art studies for the use of Artists, Sculptors 

and Students, in place of the living model. Black 

and White Photos, 5x7 and 7x10 inches, sharp prints 

from original plates posed to get needed high lights 
and shadows. 


Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 
44 Boylston St. Dept. E10 Boston 11, Mass. 
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Poster Panels of Patchwork Silk and Velour, by Dave Starr, Portland, Oregon. 


What Pacific Coast Men Are Doing 


Strikingly beautiful displays general with big western stores—Unique 
poster panels by Dave Starr create sensation—A few window 
displays that have brought much praise 








Fe q HERE is no section of this country where win- 
LOM) dow displays are so generally beautiful and 
{GS _}} efficient as on the Pacific Coast. While Chi- 
cago, New York, Detroit, St. Louis, and a hundred 
other cities can boast of marvelous display windows, 
the really outstanding conceptions are confined to 


a very few stores in each city. But every import- 


ant city along the Pacific Slope has not a few, but 
many excellent examples of modern displays. 
From San Diego in the south to Portland, Spo- 
kane, Seattle and.Tacoma may be found hundreds 
of stores where display windows far out-shine the 
general run of eastern or central states’ windows. 
However surprising this may seem, the fact can- 





A Series of Gingham Patched Posters by Dave Starr, Portland, Oregon 
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Do Your Displays 
Obey the Laws of Harmony? 


Your window and store displays: ,@, ™" " 


cannot have the utmost effective- 
ness unless the colors are selected ' 
and defined in accordance with the CH a ay 
recently discovered and perfected “L111 
laws of Color Harmony. 















































e Laylor system wlacblee lal awe 
of Color Harmony 44} anal 
A visible method of combining Color Har- We we i mi... —— — 
monies easily, quickly, correctly. The only eee 


means available today by which infallible color NI 
combinations of 2 to 7 pure, different colors 
can be selected with instant result and at the 
same time produce as many as 20,000 fresh 


distinctive Color Harmonies! 


For Displayman and 
Merchant 


It will be of inestimable value to the Dis- 
playman in his department and windows, while 
the Merchant will benefit to the extent of 


we” 
— a ee oe 
_— 


thousands of dollars thru means afforded sales “eae” - = 
people to find perfect color matches—the one Greatly reduced illustration of the Taylor Color 


999 000 Chart. Harmonious color combinations are produced 
weakness of out of I, salespeople. by placing the masks upon the bands of colors. Colors 


How pany sales have been lost due to the showing through openings are always in perfect 
inability to suggest proper color match? harmony. 


What Users Say About the Taylor Chart 


“The Taylor Color Chart, if used only once, will more than repay its initial cost.” Mr. J. J. Cronin, 
President, Metropolitan Association of Displaymen, New York City. 

“The Color Chart is wonderful. This does not say enough for it. I understand it very thoroughly 
after one evening’s study and would not be without it. I feel that my purchase of Color Harmony is a 
great step forward.” Mr. L. Robert Rehm, Display Manager, Patterson-Fletcher Co., Fort Wayne, Ind. 


“We have your Color Chart in my office and we sure would not like to be without it. It is a 
great help and is used throughout our entire store.” Brager Department Store, Baltimore. 


“The Taylor Color System contains more color ideas than the most virile artist could use in a 
lifetime of creative effort.” Dr. Denman Ross, Head of the Department of Design of Harvard University. 


Price of Chart, $15 Postpaid 
The DISPLAY WORLD 


30 Opera Place - : : Cincinnati, Ohio 
EXCLUSIVE SELLING AGENT in the Display and Mercantile Fields. 
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Unusually Beautiful Display of China by D. D. Starr for McDougall-Southwick, Seattle, Wash. 


not be denied and the only reasonable solution 
offered for this condition seems to indict the aver- 
age merchant of the east and middle west as retard- 
ing his display function because of his lack of pro- 
gressiveness. 

Such Pacific Coast institutions as The Broadway 
Department Store, Hamburger’s, Bullock’s, Wein- 
stock-Lubin, The Marston Co., McDougall-South- 
wick, Frederick & Nelson, Meier-Frank, The Won- 
der Store, Barker Bros., Rhodes Bros., Stone & 
Fisher, The Palace and others have long been scin- 
tillating examples of perfection in the art of mer- 
cantile display. 

Several recent displays arranged in prominent 


stores of the Pacific Coast are illustrated here and 
evidence a perfect conception of modern display. Of 
peculiar interest is the most recent conception in 
poster work for window displays by Dave Starr, 
that master display manager for Mc Dougall- 
Southwick, Seattle, Washington. 

Mr. Starr’s posters present a striking novelty 
in this particular phase of decoration, disclosing 
the admirable effects to be obtained through the 
adept application of fabric patchwork. In a series 
of these posters reproduced here, Mr. Starr shows 
a varied treatment of his subject, using as materials 
ginghams, silks, taffetas, yarn and oil-cloth, the 
yarn being employed as hair of the models. 





Unique Display by Ernest E. Campbell for Hamburger & Sons, Los Angeles 
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Poster No. 1 presents a background of taupe 
velour curtains parted to give the effect of a bril- 
liantly lighted room at rear. The effective hanging 
lantern was orange and black with large blue tassel. 
The figure was dressed in jade Canton crepe, with 
hair of henna brown. 

Poster No. 2 featured a background of vari- 
colored silks designed to carry the out-of-door at- 
mosphere. The figure was dressed in navy foulard 
with coin spots of bright red. Overskirt and cape 
were of brilliant red crepe. Dark brown-yarn again 
was employed as hair. 

The other illustrations depict of series of eight 
displays with poster work of patched gingham the 
outstanding feature. These units presented ging- 
hams for all purposes and uses from sun-porch to 
garden. The shoes in all cases were of oil-cloth. 
The power of this series may be readily judged 
from the sale of ginghams while the displays were 
in the window, when we are informed that on the 
first day over eight miles of gingham was sold. 





ART McCOY WINS CAPITOL PRIZE— 
SECOND SUCCESSIVE WIN 
Art McCoy, display manager for the Belting Hardware 
Company, Belting, Mich., has been awarded the major prize 
in the Fall Opening Display Contest, the second time he 
has been the winner in as many years. 





FRED KING’S WINDOWS BRING 
UNUSUAL COMPLIMENTS 

Fred King, display manager for Block & Kuhl, Peoria, 
Ill, has been freely complimented on his most recent suc- 
cess as evidenced through his Fall opening displays. The 
Peoria Journal-Transcript devoted liberal space to a de- 
tailed description of the Block & Kuhl windows, illustrat- 
ing one of them in the initial section. 





CLOSKEY AND. KIEFFER WIN PRAISE 
WITH FINE DISPLAYS 

The New York Register, in the issue of October 2, 
makes special mention of exceptional Buffalo displays. 
One was in the windows of Weed & Co., where Display 
Manager Closkey directs display work. The other was 
installed in the windows of Kleinhans where Clem Kieffer 
does the supervising. 





BUFFALO COMMERCIAL HOUSES 
STRONG FOR WINDOW DISPLAY 
Buffalo, the city of that live-wire displaymen’s club has 
become a convert to the faith in window display and all 
commercial houses of that city are striving for effective 
displays. Banks are particularly active and each week 
ushers in new and strikingly attractive windows. Contests 
heve been included in the program and at this writing The 
Merchants’ National Bank, celebrating its second anni- 
versary, has a great jar filled with money, and placed in 
the center of an appropriate setting. The person guessing 
the nearest to the correct amount will have it deposited 
to his credit in this bank. 





New Orleans’ newest store, Collins, featuring the latest 
dress for men and women, opened October Ist. The new 
store is one of a large organization of retail clothing 
stores covering the large cities. 
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SWITCH jj 
Especially designed for the Automatic sae 
Control of Electric Current used in Elec- #34 
tric Signs and Show Windows. ex 3 
The many defects of mechanism in the Y3s% 
ordinary clock are eliminated in the new ed 
and improved A & W eight-day Time aad 
Switch Clock. rea 


It is the acme of perfection in Time iat 


RANG aaiee 







Switch-making and represents the result 4 
of years of experience and research. i ee 
A complete description will be mailed 


upon receipt of your inquiry, and if you 
are desirous of forever dispensing with 
the usual time clock troubles 


Write Now. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 


























SHOW CARD 
SUPPLIES 


are used the world over. 


You will always be a STRONG user for 

STRONG'S supplies, if you will order from 

| a STRONG Catalog, beautifully illustrating 

and minutely describing every item of 

equipment used by the card writer. Copy 
mailed free on request. 


Address Supply Dept. 


DETROIT SCHOOL of LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line 23 Years of Service 
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The Display World 


Service Bureaw 
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OLLOWING are some of the Service requests received 

recently from readers of The DISPLAY WORLD. 
These inquiries indicate a decided desire to secure infor- 
mation regarding the latest ideas in store and window 
display. 


They also show a remarkable appreciation of the service 
facilities of The DISPLAY WORLD and the confidence of 
its readers in the ability of The DISPLAY WORLD to 
supply the information wanted. 


Due to this flood of service requests, it was found nec- 
essary to inaugurate a Daily Bulletin Service in order to 
refer these requests for information to advertisers in The 


DISPLAY WORLD. 


This Daily Bulletin Service, a real innovation in the 
display field, has made a decided hit with merchants, dis- 
playmen and advertisers, who have unhesitatingly endorsed 
the policy of The DISPLAY WORLD in its determination 
to render the utmost service to all who are identified with 
the display field. 


Each of the service requests listed below is numbered, 
and if any readers of The DISPLAY WORLD are interested 
in obtaining further information as to the identity of the 
inquiries, the names and addresses will be forwarded 
promptly, together with any other necessary information 
upon request. 


No. 106—A Shoe Store wants Advertising, Backgrounds, Card Wri- 
ters’ Materials. 

No. 107—A Jeweler wants Artificial Snow, Plushes and Velours. 

No. 108—A Store wants Advertising, Backgrounds, Brass and Bronze 
Signs, Photos of Displays, Window Lighting. 

No. 109—-A Hardware Store wants Card Writers’ Materials, Time 
Switches, Wax Forms and Figures, Show Card Stencil Outfits. 

No. 110—A Drug Store wants Papier Mache Forms. 

No. 111—A Store wants Artificial Flowers, Backgrounds, Display Ma- 
terials, Display Racks, Fixtures, Floorings, Photos of Dis- 
plays. 

No. 112—A Store wants Backgrounds, Photos of Displays, Stock Post- 
ers, Window Signs. 

Ne 113—A Drug Store wants Backgrounds, Foorings, Plushes and 
Velours. 

No. 114—A Store wants Air Brushes, Backgrounds, Card Writers’ 
Materials, Floorings, Lamp Coloring, Show Card Schools. 

No. 115—A_ Store Show Card Easels, 
Switches. 

No, 116—A Jewelry Store wants Advertising, Card Writers’ Materials, 
Lettering Pens, Show Card Service. 


wants Backgrounds, Time 


No. 117—A Store wants Decorative Paper. 
No. 118—A Store wants Backgrounds, Books, Card Writers’ Materials, 
Decorations for Street, Flags, Lettering Pens. 


No. 119—A Store wants Advertising, Artificial Flowers, Artificial 
Snow, Backgrounds, Stencil Outfits. 


No. 120—A Store wants Wax Forms and Figures, Moving Figures or 
Display in Motion, 


No. 121—A Department Store wants Backgrounds, Books of Display, 
Card Writers’ Materials, Counters and Shelving, Decorative 
Papers, Department Signs, Display Material. 


No. 122—A Store wants information relative to Window Trimming 
Schools. 


No. 123—A Style Shop wants Stencil Outfits, Wax Repair Outfits, 
Window Signs. 


No. 


No. 


No. 


No. 


No. 


124--A Store wants Artificial Snow, Backgrounds, Color Lighting 
and Lamps, Photos of Displays, Stencil Outfits. 


125—A Department Store wants Air Brushes, Backgrounds, Back- 
ground Fabrics, Banners, Brass and Bronze Signs, Card and 
Mat Board, Color Lighting and Lamps, Counters, Shelving. 


126—A Department Store wants Electric Signs. 


127—A Luggage and Leather Goods Store wants Novel Window 
Signs, Advertising Display Material, Decorations or Sugges- 
tions for Booth at Merchandise Display, Ready-made Show 
Cards, Fancy Price Cards, Decorative Cut-outs to go on 
Show Cards, Cut or Matrix Service, Advertising Stunts, 
Photos of Displays, Show Card Service. 


128—A Store wants Advertising, Brass and Bronze Signs, Store 
Advertising, Store Bulletins. 


129--A Sign Studio wants Backgrounds, Photos of Displays. 

130—A Department .Store wants Art Screens, Artificial Snow, 
Background Fabrics, Decorative Papers, Display Matertals, 
Floorings. 

131—A Store wants Card Writers’ Materials, Pens and Brushes, 
Stencil Outfits, Show Card Board, Show Card Schools, Win- 
dow Trimming Schools. 

132—A Window Display Service wants Artificial Flowers, Art 
Screens, Backgrounds, Background Fabrics, Card Writers’ 
Materials, Color Lighting and Lamps, Decorations for Street, 
Display Material. 

133—A Store wants Decorations for Street, Department Signs, 
Electric Signs, Fixtures (Glass, Metal, Wood), Flags and 
Floorings. 

134--A Department Store wants Advertising, Artificial Ficwers, 
Backgrounds, Card Writers’ Materials, Chairs and Seats, 
Decorations for Street, Decorative Papers, Display Material. 


125—A Store wants Advertising, Artificial Flowers, Backgrounds, 
Background Fabrics, Decorations for Street, Decorative Pa- 
pers. 

136—A Store wants Advertising, Backgrounds, Background Fab- 
rics, Books on Display, Decorative Papers. 

137—A Store wants Advertising, Artificial Snow, Backgrounds, 
Banners, Books, Card Writers’ Materials. 

138—A Jewelry Store wants Artificial Flowers, Backgrounds, 
Color Lighting and Lamps, Interior Lighting, Lamp Coloring, 
Lighting Fixtures, Photos of Displays. 

139—A Shoe Store wants Advertising, Store Advertising Stunts, 
Window Furniture. 

140—A Millinery Store wants Books on Cardwriting, Books on 
Display, Photos of Displays, Store Advertising, Show Card 
Schools, Window Trimming Schools, 

141—A Biscuit and Candy Store wants Window Trimming for 
National Candy Day. 


142—A Store wants Art Screens, Artificial Snow, Decorative Pa- 
pers, Display Material, Drawing Boards, Lamp Coloring, Pa- 
pier Mache Specialties, Papier Mache Forms, Price Tickets. 


143—A Dry Goods Store wants Backgrounds. 


144—A Store wants Advertising, Air Brushes, Artificial Flowers, 
Artificial Snow, Backgrounds, Banners, Brass and Bronze 
Signs, Card Writers’ Materials, Decorations for Street, Deco- 
rative Papers. 


145—A_ Store 
Schools. ; 

146—A Department Store is interested in Floats, Booths and ideas 
for costume parade and pageant, Advertising, Decorations for 
Street, Decorative Papers, Papier Mache Specialties, Stock 
Posters, Store Advertising Stunts, Wood Carvings. 


wants Advertising Stunts, Window Trimming 


147—A store wants Advertising, Show Card Schools, Store ‘De- 
signing, Window Trimming Schools. 

148—A store wants Books on Card Writing, Books on Display, 
Show Card Schools. 


— 
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3 | What Are Your Problems in Window 
and Store Display? 
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Let Our Service and Information 
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] FOR MERCHANTS — DISPLAYMEN — ADVERTISERS 4 
Merchants and display men are cordially invited to make use of our incomparable service facilities. Just check : 
a items in which you may be interested and send to SERVICE and INFORMATION BUREAU, The DIS- : 
~_ ) PLAY WORLD, Cincinnati, and advice or solutions will be directed to you wizhout obligation. H 
shes, : CJ Advertising Advice C) Card & Mat Board — [] Fountains—Display _}] Sign Holders (Metal) y 
Win - {] Advertising Suggestions [] Card Writers’ Materials _] Hammers—Window _] Sign Holders (Wood) : 
{] Advertising Cut Service [J Cash Carriers C) Interior Lighting (] Signs—Electric : 
Ast ; [} Advertising Lantern (1) Cash Registers LJ Lamp Coloring (] Signs—Brass & Bronze 
fers’ i 4 Slides (] Chairs and Seats CL) Lamps (Colored) — (] Signs—Department 
neat. _] Air Brushes (] Color Lighting (]) Lamps (Fancy) C] Signs—Special 
i (] Artificial Flowers (] Ceunters and Shelving [] Lamp Shades [] Signs—Window fi 
_ {] Art Screens— (] Decorations for Halls, ( Lighting Fixtures _] Signs—Wood Letter { 
nal Permanent Dances, etc. (_] Pageants and Exhibits () Special Furniture 
{}] Art Screens— [] Decorations for Street [] Panels [] Stock Posters 
i ‘Temporary [] Decorations for Res- ([] Paper Decorations C] Stencil Outfits 
_— . QO Artificial Snow taurants—Store and CJ Papier Mache C1) Store Advertising 
nang {] Background Board Industrial Specialties Stunts 
_ i (] Backgrounds- [] Decorations for Rest (J Pens C] Store Designing f 
nds, : Permanent Rooms [] Plaques (Window) _ Store Directories 
Pa- _] Backgrounds— [] Decorative Papers [J Plastic and Composi- [] Store Fronts } 
Temporary [] Display Furniture _ _tion Pieces L] Time Switches 
‘ab- {) Background Coverings (J) Display Forms [] Plateaux [] Urns and Vases 
(J Background Fabrics C] Display Material [] Plushes C] Valances 
sie ‘ {] Background Fabric L] Display Racks [] Price Cards [} Velours 
H Trimmings (] Displays—Moving _] Price Tickets [] Wall Board 
4 () Banners [] Dividers—Show (] Price Ticket Holders |} Wax Forms and Figures 
ov {] Baskets—Wicker Window CJ Reflectors {] Wax Figure Cleaning 
- ] (J Batik and Fancy [) Drawing Boards (] Screens (Background) and Repairing 
Window Fabrics C] Exterior Lighting [] Shoes—Window '] Wax Repair Outfits 
ats, © Books on Cardwriting (J Fixtures (Glass) (] Show Cards—Stock {] Wickerware Specialties 
C] Books on Display C) Fixtures (Metal) [1] Show Card Board [] Window Cloth 
on {} Books on Window (] Fixtures (Wood) [] Show Card Schools (_] Window Drapes 
ard : Trimming C) Flags () Show Card Easels C] Window Lighting 
| {1 Booths and Floats [} Floorings (Window— [J Show Card Service “] Window Shades 
‘és {] Brushes Permanent) [] Show Cases ; [] Window Trimming 
!} Cabinets—Revolving "] Floorings (Window— C) Show Case Lighting Schools 
‘ [] Cabinets—Stationary Temporary) [] Sign Holders (Glass) [] Wood Carvings 
Da- i LL] DO YOU WISH A COPY OF THEIR CATALOG? 
at [!1 DO YOU PLAN TO REMODEL YOUR STORE SOON? 
| [] DO YOU PLAN TO BUILD A STORE SOON? 
i | (GIVE DETAILS HERE)..................-.. satan accu teteesdies tae iabe ean iinia tame 
on } 
ng | I Fi ia eisicctecsicicicnsccoinctis eons aaiecabe te Sig ein ac dla adie ed ea 
as NAME OF DISPLAY M.: ANAGER De kn emieaie ENE RS Re Te Ne Se ee Ee 
i a See eee es 
= Se ean ae oer Dna are CC a | ee ees 
j ; r] 
“a THE DISPLAY WORLD—CINCINNATI, OHIO 
“The Business Journal of the Display Profession and Industry.” 7 
'Y» ‘smupoasecsccccescccss SSS Saga aa SSASSN SASS GOSSNGGROOSDONGS © SOPCDOTON ne 














56 THE DISPLAY WORLD 


The Display World Contest 


Open to every local organization afhliated with I. A. D. M.—Silver 
loving cup to be awarded winner of most important contest 
in history of display profession 










MA/JE have no recollection of any contest open to 
3 wv men of the display field which had as its pur- 
2549] pose an object so great and principle so worthy 
as The DISPLAY WORLD Contest, announcement 
of which was made at the I. A. D. M. convention in 
Chicago last July. 

Competitions in this field have in great part been 
confined to the actual displaying of merchandise in the 
show window or on some convention platform, where 
only a portion of the real effect reachs a part of the 
great audience. The object of these contests have 
been more or less confined, in that they have fre- 
quently been made under conditions that have neces- 
sarily forbade any great enhancement of the general 
art of mercantile display or the development of the 
profession-representing and depicting it. 

True, such competitions have their value ; they have 
served to arouse individuals to greater efforts at par- 
ticular times, but at best they have been successful in 
most part in a purely local or individual manner, and, 
excepting community contests, have pretty generally 
failed to broadcast any message that would tend to 
have a general tendency to create or stimulate any 
greater appreciation on the part of the public relative 
to the art itself or its tremendous influence on the 
business and civic life of the country. 


Vv 
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Displays Have Civic and National Influence 


It cannot be denied that window displays have a 
decided influence on things in general and should not 
be accepted and maintained as an institution of indi- 
vidual or local importance. There is not a community 
in the country not influenced in some way by display, 
not, it is true, always in evidence, or perhaps we might 
say, even understood, yet in its own silent way exerting 
its potency. Surveys show us that this influence is not 
always the desirable kind, while statistics support the 
surveys by invariably reporting a very small portion of 
merchants taking proper advantage of their show win- 
dows in the places or communities previously classified 
as unprogressive, latent, dead, by the board of surveys. 

It should be the object of every individual affiliated 
with the display profession to assist in broadcasting 
the message of good displays into these communities. 
It should be the duty of the I. A. D. M. to generalize 
appropriate and attractive window displays. If we 
interpret the Association’s preamble correctly, this is 
one of the principal objects of the great body of affili- 
ated displaymen. 

It is also an accomplishment we would cherish to 
see in its complete fulfillment, and toward this end the 


DISPLAY WORLD will continue to work diligently. 
The first instrument through which we will assist is 
this publication, dedicated to the development and ad- 
vancement of the display profession in all its branches. 
The contest recently announced is another, and wa 
have great confidence in the great good that will come 
as a result of it. 


For General Display Development 


This competition, with a beautiful silver loving cup 
as a first prize for the successful competitor, is open 


‘to each and every local body of displaymen affiliated 


with the I. A. D. M., and will continue until June 1, 
1923. The prizes will be awarded to the affiliated local 
displaymen’s clubs taking advantage in the greatest 
degree of the resources at their disposal in the work 
of furthering the general profession of window dis- 
play art. 

Under the conditions of the competition, a small 
city local has equal opportunities with the affiliated 
club of a great metropolis, since the prize will not 
necessarily go to the club that should perform the 
greatest success, since the relative merits of the com- 
petitors will be adjudged on a comparative basis. 

A club that will bear watching in this contest is the 
Buffalo Display Men’s Club, whose recent Week of 
Wonderful Window Displays was heralded throughout 
the country and resulted in practically all merchants in 
Buffalo joining actively in the plans of this live dis- 
playmen’s organization. A two-page editorial and pic- 
torial section devoted to this special event appeared in 
one issue of an evening paper of Buffalo, not to men- 
tion other columns and pages granted preliminary to 
and during the event. 

Follow Buffalo’s lead. Get into a contest of real 
merit. When you attempt something of this kind it 
invariably results in a big accomplishment and makes 
bigger men. 





BUREAU TO THWART SHOPLIFTERS 

Sacramento is soon to have a bureau for the purpose 
of combatting the activities of shoplifters and check artists, 
it has been announced following the formation of a bureau 
in San Francisco and Los Angeles Retail Merchants’ Asso- 
ciation. Bureaus are to be established in Seattle, Portland 
and Tacoma also. Merchants are to direct the activities 
of the new organization which is declared to be fousded on 
a plan that is expected to materially check shoplifting. 





A storekeeper waits for a competitor to show his 
improvements in lighting. A merchandizer is con- 
stantly seeking for better and still better lighting 
effects. 
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Window Display Analysis 


Chats wrong with these displays 





















ASS|UNDREDS of letters have reached the of- 
(EMI fice of The DISPLAY WORLD since the 
lsd Fal September issue was mailed expressing en- 
thusiasm concerning the new department, Window 
Display Analysis Its favorable reception by the 
men of the profession was anticipated, and each 
issue will find these constructive reviews 

Several of the displaymen who took occasion 
to express themselves relative to the department 
offered the interesting suggestion that the readers 
of DISPLAY WORLD be given the opportunity to 
criticize or suggest improvements, if possible, in 
displays to be selected by the editor and reproduced 
from time to time. 

The suggestion has merit, and beginning with 
this issue we are glad to illustrate a recent display 
on which the judgment of our readers is solicited. 

Do not hesitate to be severe, if, in your judgment 
the display justifies such criticisms. The general 
profession will benefit if we call a spade a spade. 








Got to it boys! It looks like a worthy experiment. 
Let’s have your constructive criticism of the 
women’s wear display illustrated at lower opposite 
page. The best criticism will be printed. 

The first display to be judged this month is the 
men’s clothing display. Basing the opinion on the 
photograph it is granted that the displayman had 
a most appropriate and attractive background as 
a setting, but feel that the absolute absence of any 
decorative touch has been instrumental in losing to 
an extent some of the attention-getting. value. 
This criticism is based on the fact that appropriate 
embellishments increase the general value of any 
display, though its over-use is never permissible. 
In this case appropriately filled wall-pockets would 
have been used to advantage or a touch of Fall 
foliage of harmonizing color would have been a 
worthy enhancement particularly since the display 
is linked in some way through the large card with 
the Fall Harvest Festival. Objection is also made 





Efficiency of this Display Minimized Through Failure to Observe Display Fundamentals 
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Sales Value of this Display Affected Through Over-Decoration. Prominence of Shoes Sacrificed 


to the arrangement and placing of large center 
cards. This seems like very poor judgment not 
only because one great card is placed on top of 
another of smaller size, but because the double- 
deck card arrangement forms the central point of 
attention. What the merchant has to sell takes 
secondary position to the card work. The card in 
left rear background is inappropriately placed. 
The general selection of merchandise seems sat- 


mS eh 





isfactory but a more general selection of acces- 
sories would enhance the showing and inject a little 
more life. Gloves, handkerchiefs and hosiery could 
have been advantageously added to neckwear, 
shoes, canes and belts. The conventional balance ar- 
rangement is not in general favor with the leading 
men’s wear displaymen, but criticism of this method 
would be unjust. However, one very glaring viola- 
tion of good display work is noted through the un- 
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Displaymen Are Invited to Offer Constructive Criticism on this Display 
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covered form tops. There is no reason for this 
error and the form tops always demand covering. 
More sales value could have been obtained had the 
displayman showed some of the essential points of 
the merchandise on display. Were the suits part 
wool, all wool or what sort of material; double- 
breasted, silk-lined, etc? It would have been much 
better to substitute small cards or one card, and 
taken the opportunity to present some appropriate 
selling talk relative to the merchandise on display. 
With the same merchandise it is possible to arrange 
a display of 50 per cent more selling value. 

In the second illustration we find a display the 
selling value of which must be seriously questioned 
due to over decorating. The displayman not con- 
tent with the novelty stands covered with crushed 
granite, and on which are placed baskets of vines 
and foliage has overdone the general setting with 
painted scenic panels. Here is another example 
of a beautiful effect perhaps, but one so elaborate 
in decorative treatment that the merchandise on 
display is quite over-shadowed. Then, too, the 
proportions of the granite-covered stands are too 
massive for the window depth evidenced through 
the protograph. The displayman has evidently set 
out to present something new, something that will 
make them look. It is granted that he has suc- 
ceeded. His idea is splendid, though not presented 
in a manner capable of taking full advantage of 
its possibilities. And it must not be forgotten that 
displays that attract but do not create interest and 
hold it are unsuccessful. 





The importance of window display and its general 
acceptance as a business stimulator is well evidenced 











Electric Flower Baskets 


are a most desirable and at- 
tractive feature for all kinds 
of decorations and window 
displays. With these baskets 
in your window the passers- 
by attention is bound to be 
attracted to your display. 
Baskets are made in various 
heights and of imported 
straw braid beautifully paint- 
ed in two-tone colors. Each ; 
basket is filled with either 
Roses, Tulips, Poppies or 
assorted flowers, as you de- 
sire. Flowers are equipped 
with new improved electric light bulb and positively 
well as flowers are interchangeable. Six feet of cord, 
will not burn or scorch the flower. Electric bulbs as 
plug and socket all complete with each basket ready 
for use. Patent pending. 





Poe )-€ Eis 
4 light Baskets, 19 in. high...... $ 3.00 each, $39.00 a dozen. 
5 light Baskets, 22 in. high...... 4.00 each, 45.00 a dozen. 
6 light Baskets, 22 in. high...... 4.50 each, 51.00 a dozen. 
9 light Baskets, 30 in high...... 9.00 each. 
12 light Baskets, 33 in. high...... 16.50 each, 


25 percent with order, balance C. O. D. Sample sent at indi- 
vidual prices shown above. Ask for our new catalog on deco- 
rative items. 


OSCAR LEISTNER 


Importers & Manufacturers 


319-325 W. RANDOLPH STREET CHICAGO, ILL. 




















through a display recently arranged in the window of the 
Phelps-Underwood Plumbing Company, Lincoln, Neb. A 
snow scene, with a painted drape serving as a background 
with heaps of imitation snow brought clearly to mind the 
coming winter with its ever important demand for pre- 
paredness. 





Hallowe'en Display by Dave Starr for McDougall-Southwick, Seattle, Wash. 
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BELANGER SUCCESSFUL WITH 
BODINE-SPANJER LINE 


Ed Belanger, the popular eastern representative of The 
Bodine-Spanjer Company, is meeting with great success 
with his new line. Big business:is reported from Cleveland, 
Detroit, Pittsburg, Rochester and New York. The beau- 
tiful settings for Kern’s anniversary at the Detroit store 
were sold by Mr. Belanger and represented an order of 
several thousand dollars. 

Ed covered this territory for several seasons as the 
Adler-Jones representative, and has a host of friends pull- 
ing for him. 





REED ADDS ONE TO LIST AND RETURNS 
TO LEON MYERS 


William Reed, who left the organization of Leon Myers, 
of New York, in July, to accept display manager’s post at 
the new store of A. M. Bedell, Chicago, has returned to 
his old position as traveling representative of the Leon 
Myers Co. Mr. Reed remained at Bedell’s long enough 
to install a very effective series of opening displays and 
then returned to New York. Bill evidently has a hobby— 
putting in new store opening windows—since his record 
in this regard is unapproached. 





BODINE-SPANJER CO. SELECT GREEN 
AS SOUTHERN REPRESENTATIVE 


Harry Green, for three years engaged in the manufac- 
turing of artificial flowers under the firm name of Modern 
Artificial Flower Company, is now representing the Bodine- 
Spanjer Company, Chicago, designers and makers of win- 
dow backgrounds, complete window and store decorative 
equippment and art novelty floral pieces. 

Mr. Green will represent this leading concern in the 
southern territory, where he is well and popularly known. 
His affiliation should prove successful and valuable to the 
house of Bodine-Spanjer. 





H. T. JONES RETURNS TO ROAD 
—TAKES OLD. TERRITORY 

Displaymen located in the cities of St. Louis, Columbus, 
Dayton, Akron, Cincinnati. Youngstown, Charleston, W. 
Va.; Huntington, W. Va., and other cities in this territory 
will welcome Harry T. Jones, President of the Adler-Jones 
Co., Chicago, when he visits the respective cities with a 
beautiful line of Christmas decorations. Mr. Jones returns 
to the road after an absence of three years, and will 
cover his old territory, recently left vacant by the resig- 
nation of Oscar H. Lee from the sales force of the Adler- 
Jones Co. 





W. H. KOHL JOINS COLEMAN COMPANY 
AS NEW ENGLAND REPRESENTATIVE 
W. H. Kohl, for a number of years with the Forbes 
Lithographing Co., Boston, Mass., has become New Eng- 
land representative for the Davis A. Coleman Co., of St. 
Louis, manufacturers of window display specialties. 





CHRISTOPHEL HAS BIG SUCCESS WITH 
W. E. ZEMITZSCH PRODUCTS 


B. W. Christophel, eastern representative for the Wal- 
ter E. Zemitzsch Co., St. Louis, Mo., manufacturers of 
artificial flowers and complete window and store decora- 
tions was a recent visitor to the office of The DISPLAY 
WORLD, and expressed enthusiastic satisfaction concern- 
ing his selling tour to the big eastern cities. “Chris” knows 
the display game from A to Z, which knowledge, combined 
with natural sales ability, plus a most magnetic personality 
serves to make him a most important figure in the newest 
decorating company. 





J. W. MORRISON NOW TERRITORY MANAGER FOR 
NATIONAL X-RAY REFLECTOR CO. 


John W. Morrison, for seven years in the engineering 
department of the National X-Ray Reflector Co., Chicago, 
has been selected by the company directors to serve in the 
capacity of territory manager of the Ohio Valley with 
headquarters at the Keith Building, Cincinnati. 





BIG CHRISTMAS BUSINESS REPORTED 
BY CARL F. MEIER 


Carl F. Meier, secretary of The Adler-Jones Co., and 
generally conceded to be the most popular salesman cov- 
ering the display field reports most gratifying results on the 
first half of the swing around his territory. Few sales 
representatives combine the essentials and sales qualities in 
so successful a manner as Meier. His long experience 
as a display director, his uncanny ability to design perfect 
and attractive settings and pieces on the spur of the mo- 
ment, his sales knowledge and general personality equip 


him admirably for the successful work that ds..his... 
i! 
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Bo 
Wicker Vases 


at Special Reduced Prices 
_ 36 to 40 inches high 


$5.25 


Base—14 inches in diameter... 
Made of Finest Wicker 


10% Extra for one color 
20% Extra for two colors. 
Sample vase, add 25c 
Immediate Shipment 


Carl A. Semsch 


La Crosse, Wisconsin 


RR. 





























Hand-Painted Heavy Nickel Metal Road Signs advertise your 
store, town, distance and direction. Any wording, 10x22 inches. 
Enameled three coats, holes punched. 25 cents each, prepaid. 
I. & M. SIGNS, Desk 423, Leroy, "Minnesota. 
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BUFFALO FEATURE A GREAT SUCCESS 


HE Buffalo Association of Display Men re- 
ge te staged an event which in all probability 
has gained for them both as a club and as indi- 
viduals more publicity and prestige than anything 
they have heretofore attempted. The “Week of 





CLEMENT KIEFFER, Jr. 


Wonderful Displays” campaign detailed in the 
September DISPLAY WORLD was entered into with 
great enthusiasm by all members of the associa- 
tion, who, through the courteous co-operation of 
the merchants put Buffalo’s stores in an unusually 
dress-up appearance. The drug stores, hardware 
and electrical stores, as well as the ready-to-wear 
and department stores, contributed to the success 
of the affair. 





REFRIGERATED WINDOW MEAT DISPLAYS 


Meats and associated lines cannot be displayed to ad- 
vantage during the warm weather except under refrigera- 
tion. For this reason many retailers of meat are greatly 
handicapped for a period of several months by being un- 
able to keep their goods before the purchasing public. A 
reduction in sales is a natural result, says Butchers and 
Packers Gazette. 

Many dealers have overcomethis drawback in con- 
nection with interior display, but few have taken the neces- 
sary steps to keep their windows working full time in the 
same manner. One dealer who has done so with satisfac- 
tory results is W. E. Boynton, of Toronto. About a year 
ago he made provision for the refrigeration of his window 
and he reports that it has proved a splendid investment. 
He can now maintain displays of meats and kindred lines 
in his window right through the warm weather. This 
naturally proves of great benefit in the matter of sales. 





BOTANICAL AND BODINE-SPANJER 
DECORATIONS FEATURE WINDOWS 

The Botanical Decorating Co., Chicago, supplied the 
floral decorations so much admired in the opening win- 
dows of Bedell’s, State and Monroe Sts., Chicago. These 
excellent conceptions were artistically employed by Display 
Manager Reid, in conjunction with attractive screens and 
special furniture from the Bodine-Spanjer workrooms. 





~ 





Here’s the Wallop—the Punch—to Put \ 
Your Christmas Display Over BIG! 


Christmas Display Cards 


Entirely new designs, beautifully executed in three colors, on 
a good quality board! A sure-fire way to compel attention 
to Christmas trims throughout the store. 


None too early to let us have your order. Remember last 
year? We couldn’t supply the demand! We’ve printed thous- 
ands more this year, but don’t expect to have enough to go 
around. Placing your order NOW—FOR DELIVERY WHEN 
WANTED~—insures your entire satisfaction. 








This is a reproduction 
of one of the new cards, 
printed in four beautiful 
colors. Write for illus- 
trated circular showing 
complete line. 






































Send for our Folder of —. q 
Christmas Cards and as 
Catalog No. 9 of the 
BRUSHES ano SUPPLIES 
One is as essential to your success as another. The “Perfect 
Stroke” Brushes speed up your Christmas work, enable you 


to do MORE work in LESS time than ordinarily. They’re 
real SPEED TOOLS in FACT as well as NAME! 


Bert a Daily 126-130 = oe "a 

















Miniature Billboards. 


FOR EACH DEPARTMENT 
OF YOUR STORE 








Our 
onable Offerings 
or you~ 














11 Inches by 21 Inches 


CAR CARD SIZE 


A new and novel way to card your store and 
windows with sales announcements. 

Simply pull out old card and insert a new one. 
Equipped with metal easel—will stand on 
counter or fixtures. 


SEND FOR CIRCULAR 





48 E. Fourth St. St. Paul, Minn. 


Dept. R. 
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PRACTICAL NEW DIVIDERS 


Noticed in connection with a review of the Chicago 
Fall openings were two new creations in window display 
equipment. One attracting considerable attention and 
favorable comment was the divider used in conjunction 
with the F. B. George displays. 





New Divider with Open or Glass Panels 


Instead of containing wood panels—the spaces are open, 
as indicated on the accompanying sketch, thus carrying out 
the functions of a divider without cutting off view and 
light from the next or adjoining sections. 





INTERESTING NEW LITERATURE BY 
NATIONAL X-RAY REFLECTOR CO. 


Displaymen and merchants will find it to their advan- 
tage to keep posted concerning the work of the National 
X-Ray Reflector Company. Recognized as one of the 
greatest institutions of its kind in the world, educational 
features in the form of catalogs, circulars, reports of 
lighting investigations, etc., are continually being issued. 

A recent booklet that should be of vital interest fea- 
tures the development and advantages of special lighting 
effects in the show window. This subject is of great im- 
portance and will undoubtedly arouse the interest of all 
progressive merchants and displaymen, since recent inven- 
tions have made possible startling effects that may be inex- 
pensively adapted to any display. Write for information 
to The National X-Ray Reflector Co., West Jackson Boule- 
vard, Chicago. 





BOTANICAL DECORATING CO. SHOWING 
EXCEPTIONAL XMAS LINE 
Reports from Botanical Decorating Co., salesmen indi- 
cate that this leading flower house will write a tremendous 
volume of Christmas business. Always presenting a line 


¢ and Tricks of the Trade—Contains 100 alphabets and designs. 





of rare beauty and practicability display men rarely pass 
the opportunity of inspecting Botanical products before 
making their seasonal purchases. 





COMPLETE BOOK ON BASIC 
LETTERING PUBLISHED 


Displaymen and cardwriters should be interested in 
the recent Wallbrunn, Kling & Co., announcement con- 
cerning the new book on basic lettering just published 
by this well-known and progressive house. 

The result of many years’ preparation it includes 164 
full page size plates and a corresponding amount of text. 
It is beautifully bound and printed on super enamel stock, 
forming a most acceptable adjunct to the most exclusive 
library. The work itself covers every phase of lettering 
science with special sections devoted to pen and brush 
letter construction, comparative diagrams, composition, 
methods of layout, simplified explanation of color, gilding 
on glass, gilding on metal, wood and fabrics, size formulae, 
transparent signs, scrolls, border and corner piece con- 
struction and many other equally important subjects. 

The price of this book known as Heberling’s Basic 
Lettering is $4.00 and may be obtained by directing check, 
money order or cash to The Display World. 





DISPLAYMEN PREDICT SUCCESS FOR 
WALTER E. ZEMITZSCH CO. 


Displaymen have evidenced a very decided pleasure in 
the announcement of the Walter E. Zemitzsch Artificial 
Flower Co., St. Louis. Walter’s constant labors in behalf 
of better window displays and the energetic leadership at 
all times evident has made for him a host of admirers and 
it is indeed fitting that labors and accomplishments such 
as Mr. Zemitzsch can boast should be rewarded in the 
field which so richly benefitted through his activities. 





NEW OFFICERS AT L. BAUMANN’S 


Charles Bodine has succeeded W. B. Brown in the ca- 
pacity of general managing director of L. Baumann & 
Company, Chicago. Mr. Bodine, well-known in the display 
field has surrounded himself with a capable corps of de- 
partment managers and Baumann success is a foregone 
conclusion. L. S. Janes is now in charge of sales pro- 
motion and production. 


| SIGNS and SHO’ CARDS 





PRS 


Our book gives a complete course of instructions enabling any 
one to learn to paint good signs. WHY NOT MAKE YOUR 
OWN, either for your business or for others? 


CONTENTS: Alphabets, Composition, Color Combinations, 
How to Mix Paints, Show Cards, Window Signs, Banners, Board 
and Wall Signs, Ready Made Letters, Gilding, Commercial Art 


Cloth bound, size 7x5 inches. Price $1.10 postpaid. 


J. S. Ogilvie Pub. Co., 226 Rose St., New York 

















sical a nt alae tae 


pint Seale nn ~ bin nih tr ret Sl 


THE DISPLAY WORLD 63 




















V | es 
y The Store Front Advertising Department 
N | —a new feature of SIGNS OF THE TIMES, has made 





a big hit with the industry and will undoubtedly be of 
great value to every merchant. 





The store front really constitutes the merchant’s 
greatest operating cost, so it is his biggest problem to 





in make of it as large a sales-producing factor as possible. 
- | In each issue there are so many articles on sign 
; | and show card advertising that contain valuable ideas 
~~ a and suggestions that we believe it should reach every 
= ad man, show card writer and merchant regularly from 


month to month. 





: | We believe you can read it with profit. 

= 7 Subscription Price, $3.00 per Year. 
| Sens Fines 
i vip’ of Display Advertising 


Now in its Seventeenth Year of Service to the a 





Publishers also of the famous Gordon Books on Show Card work, entitled “‘Let- 

tering for Commercial Purposes,” $3.50 per copy, and “100 Loose Leaf Lessons 

4 in Lettering,” $2.00 per copy. When ordered with subscription to SIGNS OF 
THE TIMES deduct $1.00 from total. 

















, 
‘ 

| t SIGNS OF THE TIMES, Ro, cece ihe eben aeons eka , 
| Cincinnati, Ohio: P { 
, | Enclosed find $3.00, for a a ee Ey eer ee eee ee ee a 
I which send me SIGNS SELES De nen ae ee ne Oe ee NN cing emael | 
i OF THE TIMES for one F 
3 , year, starting Oct., 1922. IIE. occ: nc aahdrela each i ei eee aus gaat wa eee ea ; 
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A PROGRESSIVE DISPLAY SERVICE 


NE of the most complete and successful independ- 

ent display service organizations of the pear 
is that of Carson & Patrick, with headquarters in San 
Antonio, and supplying the decorative needs of stores 
- for miles around the Alamo City. 


Established less than three years ago by V. L. Car- 
son, formerly director of advertising and displays for 
The Guarantee Shoe Co., San Antonio, this organiza- 
tion is making rapid strides in the comparatively new 
field through the profitable service it is placing at the 
disposal of merchant and manufacturer. 

Indicative of the foresight and progressiveness of 
the directors of the Carson & Patrick Service is the 
recent business transaction which caused a complete 
alteration of plans of one of the city’s leading enter- 
prises and thus placed at the disposal of Carson & Pat- 
rick a great amount of unusually valuable display space. 

Several months ago the Carson & Patrick executives 
learned of contemplated plans to erect a theatre in the 
center of a block so laid-out as to make it necessary, 
should the theatre be built, to construct an arcade from 
street to street, thus providing the entrance to the 
theatre. The Carson & Patrick directors approached 
those behind the theatre enterprise with the suggestion 
that a series of store windows be constructed along one 
side of the entire arcade, thereby allowing for entrance 
to the theatre off the center of the arcade. 

The proposal was at first rejected, but several visits 
to the operators resulted in the acceptance of the Car- 
son-Patrick plans, and there followed a signing of a 
fifteen-year lease of the windows by the Service. 

Each window is six feet long, seven and a half feet 


high and thirty-one and a half inches deep, each carry~ 


ing an appropriate valance and name of the firm who 
purchases the particular space for the period of one 
year. Each window is leased on the basis of so much 
a month, with the contract running for one year. All 
fixtures, flowers, velours, art cards—in fact, every- 
thing is furnished but the man’s merchandise. 

Most arcades have little stores which sell merchan- 
dise, but in this arcade there will be absolutely nothing 
sold, merely 218 feet of illuminated display from eight 
in the morning until twelve at night. All windows will 
be trimmed from midnight to morning, thus assuring 
each advertiser of a continuous show while the public 
is moving into the arcade at the hours of business and 
also during the hours of recreation between six and 
twelve midnight. 

These windows will be for sale not only to local 
merchants, but to national advertisers who want to 
reach the public through window display. 





A well-lighted window is the outward mark of a 
progressive spirit inside. You are pretty sure to be 
safe if you go where light helps you to see what you 
are buying. 
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SHO-CARD BOARD 
1s 


DULL COATED 


Wor«s with HE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYAL PURPLE -BEAUTY PINK 

OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTTA CASCADE BLUE 


SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY 


3436-38 MARKET ST. PHILADELPHIA 
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| DIGNIFIED BRONZE SIGNS 
} ART-IN-BRONZE CO. Sicimstt | 


When the public looks into your show window be 
sure they know whose window it is. Tell ’em with 


GET OUR ESTIMATE 














INDEX TO ADVERTISERS 
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Wm. Hugh Gordon, the author, spent fourteen years in leading Chicago stores, and 
in his book you get the benefit of his long experience and valuable ideas. Mr. Gordon 
was acknowledged the leading craftsman in the show card world. 







FOR — MODERNIZED METHODS pial 
DISPLAY eee ape 
MEN LE | E KING a 
COMME RCIAL 
, PURPOSES 


Willi am Hugh Gordon 





“Poster s; 
Style : 
“nm Of Vette, 
2 for the Card Writer 








CHAPTERS 

1. Modern Lettering. 9. Arrangement and Balance in Show’ 16. Speed Limit in Lettering Show Cards. 
2. Classification of Letters and Types. Card Writing. 17. Fundamentals of Rapid Work. 
3. First Principles in Lettering. 10. Diagrammatical Analysis. 18. “Poster Styles” of Lettering for the 
4. Brushes and Pens for Lettering. 11. Rapid Single and Double Numerals. Card Writer. 
5. The Potentiality of a Show Card 12. Economy of Motion as an Aid to 19. New Alphabets vs. Old. 

Writer’s Brush. Speed in Lettering. 23. The Show Card and the Show Card 
6. “First Principles” in Show Card Writ- 13. Modifications of Type Faces Adapted Man. 

ing. to Brush Work. 21. Iilustrative Stunts for Show Cards. 
7. Colors and Their Preparation. 14. Italics for Speed Lettering. 22. Motion Picture Titles and Their 
8. Some Ideas for the Amateur in Show’ 15. Graceful Swing vs. Laborious Draft Preparation. 

Card Writing. in Lettering. 


The book is 9x 12 inches, giving effective and proper display of alphabet plates and designs. It is beautifully and strongly 
bound in Blue Vellum de Luxe Cloth, the cover stamped in goldd. Over two hundred illustrations, nearly one hundred of them 
full page alphabet plates. In its entirety it is the work of a master, Wm. Hugh Gordon, himself. You will find it a treasure of 


ideas and inspiration. 


The Gordon Book in combination with z year’s subscription to The DISPLAY WORLD at the s 4.so 


special rate of Fe ee a a Se yD Foreign and Canadian Orders. 50c additional. .......~_~.......= 


THE DISPLAY PUBLISHING CO., Book Department Cincinnati, Ohio 





Bodine-Spanjer R e f le C tl nN g 
en the Holiday Spirit 


Window and Interior 
Displays thru 
Distinctive Displays 


The analytical judgment of discerning display masters has char- 


acterized Bodine-Spanjer decorations as the most perfect concep- 
tions of modern display embellishments. 


The world’s leader in its field offers complete decorations of typi- 
cal Bodine grace and beauty at prices no greater than asked for 
inferior design and workmanship. 


Sketches Submitted Without Obligation—Place Your Order Now 


The Bodine-Spanjer Co. 


316-318 So. Wabash Ave. 
Chicago 





